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TWO SURE BETS 


ae vor 1935—the great white shoe year. 


~ Shoemen all agree it’s to be the whitest of 


white seasons. 


eo” A line of shoes to retail at $5.00 


—marks an outstanding achievement in the cre- 
ation of real present-day value; consistently 


reliable season after season. 


Tip Buy whites that will bring new and last- 


ing trade to your store — whites 
that will stand up so well and 

fit so perfectly that your 
reputation for shoe ser- 

vice will come through 

the season unscathed. 

Buy Tweedies. Tweedie 

Footwear Corporation, 
Jefferson City, Missouri— 


Shoemakers since 1874. 


~ALLURIONG FOOTWEAR 
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VOICE OF THE TRADE 
aaa 


EASANT shoes have invaded the 

men’s field. 

The demand for the novel shoe 
worn for many years by the Aus- 
trians and which many manufac- 
turers in recent months have repro- 
duced along similar lines to its 
American creator—the M. N. Ar- 
nold Co.—has finally reached the 
men’s field-and soon will be dis- 
played on Broadway, State Street 
and the cross-roads of the country. 

With similar leathers and a slight 
variation in its pattern, the new 
men’s peasant oxford will no doubt 
interest the younger element. Its 
new sponsors plan to offer it as a 


lounging shoe, and there is every 
indication that these highly colored 
leathers, coupled with the chamois 
oxfords, will tend to make the men’s 
shoe picture for Spring and Sum- 
mer the most colorful ever wit- 
nessed in our country. 


* * *% 


H. TePAS, assistant to the 

« president, Roger A. Selby, 
was elected assistant secretary of 
The Selby Co. at the recent Board 
of Directors’ meeting. 

Mr. TePas has been with The 
Selby Co. over 20 years. He is a 
graduate of Case School of Applied 
Science in Cleveland, and a me- 
chanical engineer by profession. 


He is well known in Portsmouth, 
having been there during his en- 
tire time with The Selby Co. 


* * * 


ONALD RICHBERG, director of 

the NRA, says: 

“We still need laws to prevent 
the development of monopolies and 
those restraints of trade that place 
barriers across the highways of 
commerce. and enrich the few 
through the impoverishment of the 
many. 

“But if we desire to have busi- 
ness men organize themselves so 
that the managers of trade and in- 
dustry shall accept and fulfill their 
obligation to serve the general wel- 
fare, we cannot at the same time 
threaten to punish them for re- 
straint of trade every time they lay 
a restriction upon unfair competi- 


tion and ruthless self-seeking.” 
* * * 


ILLIAM F. HICKEY, New 

England manager of the John 
R. Evans Co., originated and fos- 
tered a most novel idea as a means 
of raising funds in connection with 
Boston’s recent Emergency Cam- 
paign to aid the needy and unem- 


ployed. It was his suggestion for 
a Cinderella contest, which attracted 
more than 3000 women and suc- 
ceeded in increasing the campaign’s 
fund by more than $4,000. 


Page II 


In the midst of the campaign, 
with publicity lagging, Mr. Hickey 
offered the Cinderella idea as a 
means of stimulating new interest 
and more money—in which a 
young woman adjudged to have the 
most perfect foot would receive a 
complete wardrobe and a trip to 
New York and Washington with a 
luncheon engagement with Mrs. 
Roosevelt at the White House. 

Boston’s Cinderella was finally 
selected and fitted out with a com- 
plete wardrobe and departed for 
New York and her meeting with the 
country’s First Lady at the White 


House. 
* * * 


= 


OHN F. WILLIS, shoe buyer at 

*W. A. Green Co., Dallas, is 
rather amused to hear buyers say 
that they want to know how to take 
care of complaints. “Complaints 
take care of themselves,” says 
Willis. The big thing is to sell 
the right shoe for the right pur- 
pose, because a store will not have 
complaints if shoes are sold 
properly. 

The real job for a shoe buyer, as 
he sees it, is to move goods from 
the shelf, so why exert energy on 
such side issues as complaints. If 
a buyer had 300 complaints a year, 
and to satisfy each one he gave 
them each a pair of shoes costing 








$4.00, that would be only $1200 a 
year. Then he has a $20,000 stock 
of shoes that he is working on. If 
he can make 300 satisfied cus- 
tomers, he can charge this $1200 
to publicity and then be way ahead 
of the game, as the profit from the 
normal business of these 300 cus- 
tomers will more than absorb the 
loss taken in satisfying them. 
* * * 


/ ij jpers punishment should fit the 
crime,” according to a precept 
made famous by Messrs. Gilbert & 
Sullivan, and it’s heartily approved 
by shoe men if the shoes fit the foot. 
Edward Foster stole 20 pounds of 
merchandise from a store in Alex- 
andria, Ind., and Judge Smith sen- 
tenced him to sixty days, and then 
remanded the sentence on condition 
that Foster should, for sixty days, 
walk twelve miles daily and carry 
a pack of 20 pounds on his back. 
Foster sure needs shoes to fit his 
feet like the punishment fits his 
crime. 

* * * 
PHOLSTERY leather comes 
into the shoe store again with 

the development of metal furniture 
that necessitates seats, arm rests 
and backs in leather and in colors. 


The Upholstery Leather Division 


of the Tanners Council of America 
says: 

“The increased popularity of up- 
holstery leather as a furniture cov- 
ering (not only for office furniture 
but for household furniture as 
well) makes it essential that its 
characteristics, merits, uses, and 
abuses be carefully studied by the 
manufacturer, the dealer, and the 
retailer of leather furniture. Up- 
holstery leather is Nature’s prod- 
uct. As such it has natural char- 
acteristics such as veins, barbed 
wire scratches, horn marks, etc., 
which when healed may be ap- 
parent to the eye, but do not im- 
pair the wearing quality of the 
leather. These natural characteris- 








SUCCESS 
a 7) 





—Work is only 35% of Success. 
—What is the other 65%? 
—There are many ingredients which go to 


make up plete S 


—My half column allows me only enough 
space to present a few outstanding items: 

—STAMINA—commonly known as "guts;" 
you must be able to stand up against 
brick-bats as well as bouquets. 

—LOYALTY—you must be “true blue" to 
your cause at all times and under all 
conditions. 

—ENTHUSIASM—you must love your job; 
no Success can flourish in the sands of 
indifference. 

—CREATIVE ENERGY—you must be able 
to visualize new ways and means, and 
then put these dreams into effect. 

—STUDY—you must always be the student; 
the man who knows it all has reached the 
end of his career. 

—These are but a few of the tools you need 
in your Success Kit— 

—But with these tools you can lay a firm 
foundation for an interesting future. 





$ nsit OTs “a 


President. 





tics are a guarantee of genuine 
leather, and as such, should be 
pointed out and explained to the 
prospective buyer.” 

The shoe business, which is one 
built fundamentally upon leather, 
merits the use of leather in store 
furniture for who should know his 
leather better than the shoe man? 
Any other upholstery, that simu- 
lates leather, used in the store, 


seems to be out of tune. 
= * * 


/I7THE term ‘Gross margin’ is in- 

creasingly used in preference 
to ‘gross profit.’ It represents the 
amount remaining after the deduc- 
tion of net cost of goods sold from 
net sales. Net cost of goods sold 
is billed or invoice cost of goods 
sold, less cash discounts taken and 
allowances received plus transpor- 
tation charges, and plus proper 
charges for merchandise deprecia- 
tion and stock shortages.” 
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This definition by the Graduate 
School of Business Administration 
of Harvard University is particu- 
larly timely and no words were 
ever more misused than the term 
“Gross Profit.” There is only one 
profit and that is “net profit.” It 
leads to a “narrow definition of net 
profit as a theoretically residual 
sum over and above a customary 
interest return on invested capital.” 


* * * 


V. LOBELL of Cavalier Cor- 
* poration, Baltimore, Md., tells 
how to remove chewing gum: 
“FROM FLOOR—First scrape 
off the surplus gum with a dull 
knife. Then apply commercial 
ether* on a coarse cloth and rub 
vigorously until the gum has been 
entirely removed. On wood floor, 
rub with the grain of the wood. 
“FROM FABRIC—Scrape off 
loose gum with dull knife and ap- 
ply the cloth that has been dipped 
in ether; rub with circular motion 
until the gum has been removed. 
Then with clean, dry cloth, rub 
until dry.” 





*Commercial ether may be purchased 
from drug stores. If not available, 
chloroform may be used. Carbon tetra- 
chloride is the third choice. 











b firve story of the Prophet and the 
Asses. 

At the beginning of things, when 
the world was young, the donkey 
was esteemed by all the tribes of 
men as the wisest of animals. The 
good Sheik, El-Sta-Shun-Air, owned 
a great herd of these sagacious 
beasts, which was the pride and 
joy of his life. 

Other Sheiks came from all 
around to listen and marvel at the 
wisdom of the herd. At such a time 
came even the Prophet himself— 
most learned and wise of all the 
sons of the East. With much glow- 
ing pride, El-Sta-Shun-Air led him 
out to the herd and said: 
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“Behold, O Prophet, the wise and 
talented asses. Converse with them, 
test them, and see if they are not 
verily wiser than 40 trees full of 
owls.” 

Then the Prophet addressed the 
asses: “Let us test your wisdom,” 
he said. “Answer me this question: 
‘What should an ass require for a 
three day journey?’” 

And they counselled among them- 
selves and then made reply: “For 
a three days’ journey, O Prophet, 
any ass should require six bundles 
of hay and three bags of dates.” 

“Very good,” quoth the Prophet. 
“That soundeth like a fair and 
proper price.” Whereupon El-Sta- 
Shun-Air broke into loud chuckles 
and said: “Did I not tell you they 
were passing wise?” 

The Prophet answered, “Wait,” 
and he again addressed the asses: 
“T have to make a three days’ jour- 
ney, but I will not give you six 
bundles of hay and three bags of 
dates for making it. Let him who 
will go for less stand forth.” 

And behold, they all stood forth 
and began to talk at once, until 
finally one especially long-eared ass 
agreed to go for one bundle of hay. 
Then the Prophet spoke: “Fool,” 
quoth he, “you cannot even live for 
three days on one bundle of hay, 
much less profit from the journey.” 

“True,” replied the long-eared 
one, “but I wanted that order.” 
And from that far off day to this, 
asses have been known as fools and 
price cutters have been known as 


asses. 
* # & 


haps may be stuffed good 
and plenty this year—for the oil 
and grease firms report an uncom- 
monly large demand for their goods 
—tanners desiring them for making 
leather for work shoes (which have 
to be thoroughly stuffed) and army 
shoes (some of which are stuffed 
amazingly) and sport shoes, espe- 
cially winter sport shoes (which 
are loaded up with stuffing). Besides, 
there are drought or near drought 
hides, which will require all the 
stufing that can be packed into 
them. 

Stuffing is made of oils, greases, 
tallows, and so on—there being a 
hundred and one varieties. It’s in 
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the leather of all shoes—though it 
is only evident on oil grain, water- 
proof and like shoe leathers, but 
not evident on dress shoes. It’s 
there, nevertheless — for leather in 
shoes would never work any more 
than an automobile engine would 
work without oil. 


AST lines on letters. E. W. Allen 
of Allen Edmonds Shoe Cor- 
poration of Belgium, Wis., has the 
following line at the bottom of his 
letterhead: 

“P.S.—To get the best, we pay 
more, we do not try to save a 
penny, but we spend five or ten 
extra, because this added to the 
soles will give 50 cents to a dollar 
of added wear. We do not want 
to shoe the world, but if the world 
knew what we give we would have 
to shoe it.” 

* * * 
PT alliteration’s artful aid is 
evidently aces with the man 
who wrote the following to his sales- 
men: 


“But pep, pertinacity, persever- 
ance, pugnacity, patience, presci- 
ence, preparedness, probity, per- 
sonality, perspicacity, perception, 
partisanship, peripetaticism, per- 
suaviness and parabasis, will count 
in the long run.” 


* * * 


pyran MAXWELL, | district 
manager of Queen Quality 
stores in the Southwest, says: 

“In watching towns all around 
the country as I do, I see towns go 
up and down. Some cities make 
money early, make a great splurge, 
then drift along. Fort Worth, for 
example, woke up two years ago 
and is now making remarkable 
strides. 

“Dallas had its boom in 1921— 
not but that it isn’t a whizz of a 
good town now, but it could be bet- 
ter. Its Centennial in 1936 will 
give it the needed spark. 

“Houston is very much on its 
toes, due to men like Jesse Jones 
and others of like ilk. To me, as 
a shoe man, activity in towns means 
more activity in stores, and the 
more money is spent in stores, the 
more money is apt to come into our 
pockets as individuals. As we do a 
million dollar shoe business in 
these parts, we are interested in the 
development of the towns.” 


Graal 
Huneree? 


"He'll come ‘round, Frank—but it was an awful shock—that woman bought the first pair 
of shoes she tried on." 





A CHART of the work shoe business during the past 
10 years would show a complete change in buying 
habits of the consumers and of the places where work 
shoes are now being sold. 

This story will show what has happened, how the 
independent shoe store has thrown away the work shoe 
business and what can be done to regain it. 

The change in work shoe business has been so 
gradual that the average retail shoe man has not 
noticed it. All that he knows is that this part of his 
business gradually got less and less; that stiff com- 
petition was encountered from the mail order houses 
and the chain stores, and so finally the work shoe busi- 
ness was discontinued. 

During the past four years there has been a natural 
recession in the use of work shoes due to unemploy- 
ment, yet during this same period there are shoe stores 
which have considerably increased their work shoe 
trade. 


Go back 10 years when the work shoe business was 
at its peak. Then all men doing hard work wore some 
kind of work shoes. Even men in the big cities who 
worked at many trades, such as teamsters, in the build- 
ing trades and the like, wore work shoes. They owned 
two types of shoes, work and dress. Now, most of 
these men use their old dress shoes for working pur- 
poses. About the only work shoes being sold now 
in cities are those used for welfare purposes. An in- 
expensive work shoe is preferred in these cases to a 
cheap dress shoe because of the extra service angle. 

A year ago there was a little flurry in brewers’ boots. 
That soon died down, as it was found that rubber boots 
served the purpose better. Furthermore, breweries are 
operated differently than in former times. 

In rural sections, there is not the call formerly ex- 
perienced for ammonia proof dairy shoes as cattle barns 
are now so sanitary. A dairyman can now wear his 
old dress shoes at his work. 
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Two influences have changed the human behavior 
of life down on the farm as far as footwear is con- 
cerned—automobiles and moving pictures. Automo- 
biles and hard roads have permitted the farmer to 
come to town oftener. He is dressing up more. Be- 
lieve it or not, movies have exerted a great influence 
in footwear fashions for every member of the farmer’s 
family. 

A few years ago, a shoe retailer having a good 
farmer trade would sell two pairs of work shoes to 
one pair of dress shoes. Now he sells 15 pairs of dress 
shoes to one pair of work shoes to the same trade, 
assuming that he carries work shoes at all. 


The writer met the brother of the Treasurer of the 
United States in a shoe store in a small Kentucky 
town. This brother was a farmer—a regular dirt 
farmer—who had come to town on an errand. To meet 
him, one would suspect him of being a big city banker 
or a highly successful lawyer. No work shoes there. 

One of the best ways of reducing overhead is to 
increase business. And one of the best ways of: in- 
creasing business is to get back a profitable part which 
was tossed out of the window when business was very 
easy to get. Meaning, of course, work shoes. 

Some stores went high hat, feeling that they could 
well get along without the work shoe business. Now 
they wish they had it back. 

This work shoe business as operated today, is noth- 
ing like the old time method. As proven, former 
work shoe customers are no longer interested in them. 
Just as fast as a man can get rid of wearing a work 






























A Substantial Shoe Market 


Illustrations on this and the opposite 
page show some of the types of men's 
work shoes expected to sell in increasing 
volume as industry gains momentum. 
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Comes Back 


shoe on his job, he will put on a dress type. Men, 
as a rule, are averse to wearing heavy type, ill-fitting 
shoes to work unless they are forced to do so. 

Then why all this talk about work shoes? 

There’s a sale for work shoes in the large city and 
the small town regular shoe store. The market is 
there. The only thing to change is the mental attitude 
of the merchant. 

In the big towns, many men, even well-to-do men, 
will buy rough types of shoes for sport and country 
wear. They do not call them work shoes, however. 
These men do not want to trade at the cheap stores, 
so this is where the regular shoe store comes in. The 
merchant who can dramatize this important part of 
the shoe business, can regain some of his lost trade. 
This trade will not wander in of its own accord. It 
will need to be invited in. The problem, therefore, 
is a merchandising promotion which must be worked 
out individually. 

Take the case of Harrington’s in Tulsa. This store 
was started 14 years ago as an Army Store. Now 
it carries a complete stock of moderately priced men’s 
clothing, furnishings, some sporting goods, with one 
whole side devoted to men’s shoes. Inside and out, 
the store has the appearance of a good reliable place 
in which to trade. And it is. 

The shoe department was one of the first to break 
away from the “Army” type. During the past 10 
years DeVerne Doss, has built up a fine men’s trade 
in both dress and work shoes. 

In developing the work shoe business, the method 
[TURN TO PAGE 42, PLEASE] 


With Millions of Men Going Back to the 
Job, There's an Expanding Opportunity 
to Build Work Shoe Business in Regular 
Shoe Stores. But Merchants Must Learn 
to Promote, Sell—and FIT—Work Shoes 
in the Up-to-Date Way 











































































Waar a shoe! What a shoe! Just about every 
other store on Fifth Avenue is featuring the Peasant 
oxford. And its success is echoed from Maine to Cali- 
fornia. Here is one of those shoe vogues that come all 
too seldom in a lifetime. We haven’t had anything 
like it since the depression began—that’s certain. Some 
shoe man says it beats all the records for twenty-five 
years. In any event it holds the center of the stage 
right now. And its future looks bright for some time 
to come. We have talked about it a lot. But the 
developments of the last few weeks justify breaking 
out into two pages of print on the subject. 

To go back—where did the Peasant excitement start? 
And when? And why? 

Somebody may rise up to call us on this statement— 
but most authorities agree that Mary Lewis, fashion 


Garbo bought seveni—She has seven different com- 

binations in the Kitzbiihel shoe . .. and she's the type to 

wear it] Photograph from M.G.M.'s production of "The 
Painted Veil.” 
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Calling 


By 
RUTH HARRINGTON 


Success Story of the Tyrolean 
Peasant Oxford — its past history, 
present performance and the prom- 


ise it holds for the future. 


ABOVE 
The monk Tyrolean in bright Morocco, the shoe that started the 
Peasant style—introduced by Arnold Authentic—Spring 1934. 


The original “Kitzbiihel" model made of felt 
by Sporthaus Lanz of Salzburg and made 

in America in reverse calf. Re- 

printed from the Recorder, 

December 22, 1934. 


The Summer 1935 ver- 
sion of the Kitz- 
bithel, developed 

by Arnold in 
hand-loomed 

linen. 
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AllTyrolean Shoes , 0 “yse" 


merchandising genius of Best’s, started the ball roll- 
ing. In the Fall of 1933 she brought back from 
Austria the native Tyrolean shoe which is sketched at 
the top left. You remember, it was copied in bright 
morocco. It has the stubby last and flat heel, the 
sturdy look, the reverse extension welt sole . . . all 
characteristic of the shoes of a people who walk over Peasant shoe for 
rough country and rougher cobblestones. — and growing 
The first model got into its stride in America with en 
the Spring season of 1934 and had a good measure of 
success. Then, half a dozen people brought back 
simultaneously, this last Autumn, the so-called “Kitz- 
biihel” shoe. This model is marked by the collar and 
high tongue of contrasting leather. It is the peasant Monk Peasant shoe 
shoe of the moment. We showed it first in the Dec. 22d with é high tonque. 
ammeyer. 
issue of BooT AND SHOE RECORDER. 
Both of these shoes were made by Sporthaus Lanz 
in Austria, who controls the American rights through 
Arnold Authentic. Now dozens of variations are being 
shown in the market—some different enough to be 
creative interpretations of the peasant idea, some 
dangerously near infringement. It is being made in 
all prices, from a inexpensive rubber-soled shoe at 
a dollar and some cents retail to the fine grades of 
leather shoes. It’s a country-wide fashion or fad, mode 
or mania, whatever you choose to call it. And it’s mak- 
ing money for thousands of shoe stores and hundreds 
of manufacturers! 
How do you explain this phenomenal success of the 
Kitzbihel and its cousins? 
Well, there are three reasons, as we see it. First 
it’s colorful. It’s a “flash” shoe that takes the eye. 
The combination styling lends itself to the gayest of 
effects. Many stores have bought it across the board 
in ten or more different combinations. Higbees in 
[TURN TO PAGE 42, PLEASE] 


E. P. Reed's Kiltie Shoe showing the Tyrolean 
feeling in Peasant linen and with a new 
In rough sackcloth with rub- ridged welt. 
ber sole and spring heel— 
a campus favorite—Macy. 
The Peasant shoe qoes more 
formal with higher heel and The Peasant shce with 
turned down tonque. __ the wings developed for 
James McCreery. 
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Fast Styles Back in Favor 


Art ER Dallas a short swing to the East Texas oil 
fields. All reports indicated that the “Metropolis of 
East Texas,” that is, Tyler, was coming along in good 
shape. Tyler is the center of one of the new oil field 
developments which “came in” three years ago. While 
the big boom is over, there is still plenty of action there. 

This field will be producing profitably for the next 
thirty or forty years, according to optimistic Tyler 
boosters. 

Those of you who have never experienced hitting 
an oil town when a new field is being developed have 
no idea what it is like. Roads which are none too good 


\oauel 
| 


o 


But I have heard that before in oil fields. 


(EPP eee eae 


@ 


to start with are torn up by the heavy traffic. Hotel 
accommodations are almost impossible to get and ab- 
solutely impossible when obtained. The town is soon 
built to accommodate the sudden increase in _pros- 
perity, then after five or ten years conditions commence 
to get back to normal. Many shoe men who located 
in oil towns know full well what I mean. 

Tyler, however, has a pretty good back country and 
is famed for its tomato crops and rose growing indus- 
try. It always has been a pretty good business town. 
Grouped around the Court House is the four-sided 
business district. Even though the blocks are quite 
long, the forty places selling shoes in the square 
crowded drug stores and movies to side streets. 

Up until a few weeks ago, W. A. Conner operated 


(1) Donald Maxwell has three strings to his mer- 
chandising bow, his regular line, the 
speciality corrective and the popular 
“flats.” 


(2) Dred Whiddon, who played the high- 
grade game for a long while, now is 
happy selling close-outs. 


(3) Clyde Backus. 


(4) William Slaughter 
Jackson owns the biggest 
pair of Texas Leaque Boots. 


(5) Dick Mynatt is telling Bob Roberts 
shoes are like bananas. 
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A RECORDER Moviegram—Snapshots By 


caught by the Recorder Field Editor on Harry R. Terhune 
His Ramble Through the Lone Star State i 
Field Editor, Boot and Shoe Recorder 


Conservative Types were Best Sellers in Lots of 
Texas Shoe Stores Last Year. But Right Now the 
Oil Country Girls Are Coming Back Oftener 

to Buy Pretty Shoes. And That's Another 

Signpost That Points the Way to 

Progress —and to Profit. 


(6) Ed. M. Evans 

takes his prob- 

lems seriously, as 
is “fitting.” 


(7) John F. Willis is 
making a_ life-long 
customer. That's how 
he sells them, young and 
long. 


(8) Harold Volk. That's his wife 
and baby on the wall. 


the only exclusive shoe store in this city of 27,000 
people. On Washington’s Birthday two new stores 
started to operate. Brush Bros., who run a local 
cleansing establishment opened a Red Goose Shoe Store 
and M. L. Strum, who is interested in the Leon group 
of women’s specialty shoe stores and leased depart- 
ments, added another shoe store to this group. This 
makes a total of 42 shoe outlets in the city. 

[TURN TO PAGE 44, PLEASE] 


(9) H. M. Bridges had just sold one customer 
eleven pairs of shoes. No wonder he is happy. 


(10) Burt Eastman insisted in watching a bride-to- 
be buying her shoe trousseau. A $365 sale is worth 
watching any day. 


(11) A. K. Schmitz is pinning his plus sales on men's 
sandals. 
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A 1935 Spring window display that 
shows a lot of styles in a well balanced 
arrangement js illustrated at the right. 
T. F. Houston designed it for W. A. 
Green Co. of Dallas, with the assist- 
ance of H. R. Younkman of the shoe 
department. 










The Easter and Travel windows il- 


tits cee 7 ©=©— Six Striking Spring 
Windows 





cellent sales results. 











HERE we show a group of interest- 



































tu 
ing Spring windows that reflect the nat 
trend in shoe displays for the current : 
season. Four of them are brand new per 
windows, photographed within the 
past few weeks. The Easter and Travel 7 
windows were used last Spring, but ad 
both of them are in line with this pr 
season’s promotional program and a 
both suggest ideas that may prove ea 
helpful in planning next month’s shoe de 
windows. pr 
The problem of how to show many a 
pairs of shoes to advantage and in a na 
setting that is pleasing and attractive - 
to the eye was solved by W. A. Green lay 
Co., Dallas, Tex., in the interesting pre 
display shown at the top of this page. al 
H. R. Younkman of the shoe depart- i 
ment and T. F. Houston, display man- wee 
ager, collaborated in the planning of sek 
this sales producing trim. ‘ 
“People want to see many shoes in ion 
a window, especially when shopping a 
for the popular priced grades,” said ies 
Mr. Houston. “The trick is to present effe 
a great variety but at the same time thic 
avoid any appearance of crowding. fo 
In this particular case, a large island on 
window was utilized, and the shoes ie 
faced four ways, but it was impossible ie | 
to photograph this arrangement, so sepz 
the dark curtain was hung at the back dem 






to provide a background for the pic- 
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ture. The latter fails to do full justice 
to an unusually effective display or 
to give an adequate idea of the number 
of shoes shown in the window. 

“Tt will be noted that handbags and 
hosiery are shown here and there to 
relieve the monotony and suggest a 
proper combination of colors for the 
accessory ensemble. While these ac- 
cessories are not sold in the shoe 
department of the Green store, their 
presence here adds to the desirability 
of the shoes. When a store is limited 
as to window space and wishes to show 
a variety of styles and prices, this 
layout shows every shoe plainly, yet 
presents something a little out of the 
ordinary in the matter of arrangement 
and appearance. It has also proved 
very effective from the standpoint of 
sales promotion. 

“The plateaus and set pieces were 
made in our own workrooms at a mini- 
mum of cost. Ordinary half-rounds 
were used to produce the corrugated 
effect, using circles one and two inches 
thick. Then they were painted with 
two coats of flat color and one coat of 
enamel. The center panel was painted 
in light green water color, with letters 
in black. The small placard was a 
separate piece of wallboard, and_ the 
same color combinations were used. 

[TURN TO PAGE 46, PLEASE] 


A dramatized promo- 
tion, featuring Bas- 
quette, a new leather 
surface which is being 
used extensively by I. 
Miller this season, is 
illustrated in the photo- 
graph at the top of this 
page. Central Amer- 
ican basketry was used 
for decorative effect and 
to carry out the idea of 
the basket-weave leather. 


Window backgrounds of 
the kind shown in the 
two smaller photographs 
on this page have been 
used very effectively by 
Phelps Shoe Co., Ltd., of 
Shreveport, La. T. Wil- 
lard Jones, display man- 
ager, says they can be 
produced at a very 
moderate expense. The 
windows and back- 
grounds are changed 
frequently, and never is 
a display permitted to 
remain in the window 
longer than four days. 








COLOR Can 
stimulate CONFIDENCE 


The first flash of Fall came to us this week. It would come and 
rob the day of its Spring sun for as we sat at our desk, with the window wide open 
on a warm pre-Spring day, we were forced to throw our minds far ahead into what 
now appears another and better Fall season. 


What is there about this business of ours that we can never live 
in the season we are in? We have got to put our minds six months ahead, to think 
in terms of human use of shoes in an advanced season. 


So there was nothing else to do but pay a visit to Mrs. Margaret 
Hayden Rorke, director of the Textile Color Card Association—center of color. In 
her life of color, she actually loses a full year because her mind is not only set on 
the general scheme for next Fall and Winter but is groping for the color trend 
of one more Springtime—1936. 


Color is a motivating power. 


But back to the shoe business! On March 14th tanners, manufac- 
turers and retailers of the Executive Color Committee met with Mrs. Rorke to determine, 
if possible, the feminine trend in shoe colors for Fall and Winter. 


On March |I5th, the pioneers in the field of men's shoe colors 
adventured down the path of progress in the hopes of making the men of America 
more shoe color-conscious in the Fall and Winter not so far ahead. 


These style conferences have to their promotional credit the 
national acceptance of blue as a shoe color for women; reverse-calf for men; sandals 
for evening wear, and "flats" for daytime walking—all aids to getting more shoes sold. 


While all this anticipation is going on, retailers are undertaking 
the test by trial of Spring 1935 footwear in the hopes that the early Spring purchases 
will determine definite buying trends, permitting of immediate and instock orders 
from factories, to be rushed to the fitting stools of America for current sale. 


So you see, this business of shoes is not so simple as it would 
appear. The venture and hazard in trade are indeed becoming more difficult because 
of the tremendous complications of this modern civilization. 


On April 29th, the work of the preliminary committees, now tanning 
the first skins for the advance season, will be presented to the industry at large, at 
the Joint Color Conference to be held at the Waldorf Astoria. On or about that 
date, the sport shoe movement of the Summer season will be launched at retail to 
the public. Twin efforts a season apart. 


As Glenn Frank puts it: ‘The best time to learn a thing is when 
you need it most." The tanner ale “color trend" first, the manufacturer next, the 
merchant next and the public eventually. This industry of ours is a good indication of 
the necessity for constant and continuing education in the behavior of the American 
public. To be able to anticipate that behavior at the fitting stool months in advance 
of the point of sale at retail is an art indeed. 
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Color connotes confidence—after a drab depression watch for the 


coior stimulant—it's about due. 
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CLINCH te SALE 


tet today want wear — 
economy—in the shoes they 


buy from you. 


And their desire for longer-last- 
ing shoe qualities starts from the 
ground up—the sole. Most of 
them know that the more wear 
they get in a sole, the more wear 
they get out of a shoe. 


You can give these customers ex- 
actly what they want by giving 
them Goodyear Wingfoot Soles. 
No other sole has ever been built 
that will outlast a Wingfoot. 


eqn 


wrt EXTRA 


It’s this extra wear in Wingfoots 
that has made them the fastest- 
selling soles in America, just as 
the extra wear in Goodyear 
tires has made them the out- 
standing choice of American 
motorists. 


So, sell today’s customers — who 
want and need shoes that last — 
shoes with Goodyear Wingfoot 
Soles. They’ll come back . . . for 
more. 


WEAR 


...and pave the way for 
“come-back” business 


— 


AMERICA’S 
FASTEST- SELLING SOLE 


IN RUBBER 
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The 
YOUNGER 
GENERATION 


Maurice Delman 


u 

Go East Young Man, Go East," the antithesis of Horace Greeley's famous words, 
find their originator in Maurice Delman, general manager and superintendent of pro- 
duction of Delman, Inc., New York City. 

Mr. Delman was born in Portland, Oregon, in 1903. After finishing his education 
he became associated with his father, the late Samuel Delman, in the retail shoe business 
in that city. 

In the interim Herman B. Delman had built a business in New York on the highest 
grade shoes for the country's smartest women. This business grew so rapidly that he 
called Maurice Delman to New York to take charge of production. Today, Delman, Inc., 
factory and offices cover two spacious floors of the building at 304 East 45th Street 
where Maurice Delman superintends the making of 500 pairs of the finest bench made 
shoes per day. 

The combination of Herman B. Delman, as administrative head and stylist, with 
Maurice Delman, as production manager, makes Delman, Inc., outstanding in, efficient 


management and progressiveness. 


1935 
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W732-58 


. . ._ AVIS-WHITE_ Wash- 
ette Calf, 5 eyelet Blucher 
Tie, 1214/8 Heel. 


In-Stock AAA to D, Price 
$3.85. 
Catalog on request. 


Ault-Shackford Shoe Co. 
Auburn, Maine 
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WHY? . Because, this leather gives Vocational or Professional Footwear 
the distinctive features of comfortable wear, and of being easy to keep 
clean. Its fine grain and lustre add a style value to even plain patterns. 
. . . Feature these points in your window trim and you will bring more 
nurses, teachers, waitresses, beauticians and housewives into your store! 
. . . Every pair of shoes made with Washette Calf has a tag attached 
and a leaflet telling how to clean off dirt, grease or even blood stains. . . . 
Swatches on request showing white and several modish shades for the 
dainty types of Summer dress footwear. 





A COMPLETE SERVICE IN FINE CALF LEATHEBS © THE OHIO LEATHER COMPANY 
GIRARD, OHIO 





When writing advertisers please mention Boot and Shoe Recorder 





2 


BOOT AND SHOE RECORDER, March 23, 1935 


MODERNIZATION 


Visit to Children's 

basement department in 

Samuels’ store provides a 
thrilling experience that makes 
youngsters eager to come back. 


To hold its place in competition with 
department stores, the family shoe store 
must provide modern facilities and sur- 
roundings attractive to customers. This 


enterprising Utah firm has accomplished 


the objective through a well-planned 


modernization program. 


IN UTAH 


Redecorated first floor of L. R. 
Samuels Shoe Store, at Ogden, 
Utah, shows how well planned 
improvements can_ pro- 

duce an interior of 

charm and good taste. 


FOLLOWING the completion of extensive mod- 
ernization and redecoration plans, the L. R. Samuels 
Shoe Store at Ogden, Utah, was opened to the public 
on March 3. It is now one of the most beautiful 
shoe stores in the state. The decorative theme of the 
first floor is modern throughout, with walls in peach 
and lavender and deep red carpets. The woodwork 
is genuine maple with mahogany trim, the fixtures 
of the latest design chrome stainless steel in mod- 
ernistic design. Three giant 18-foot mirrors, not 
shown in the photographs, form a striking feature 
of the first floor interior. 

All merchandise is concealed, except that which is 
on display to the customers in the 32 illuminated 
show cases. A similar arrangement is found in the 
men’s shoe department on the second floor. 

Children enter the unique basement department 
by means of a chute, instead of the usual stairway. 
They are met by sights thrilling to behold. Walls 
covered with all kinds of familiar characters, such 
as Mickey Mouse, Pop-Eye the Sailor, and other 
children’s friends. There are tricycles, wagons, 
rocking horses, to keep the children occupied. 

There are wicker chairs for parents, but the chil- 
dren’s fitting benches are made attractive with arms 
in the shape of giraffes, monkeys, elephants and 
zebras. The weatherbird rooster is prominent in 
this land of animals. 





BOOT AND SHOE RECORDER, March 23, 1935 


THERE S A REASON 


FOR FLOATING TRADE — 


Shoes with Kistler “BENCH BRAND” 
outsoles are repeaters. 


Shoes selling on the price basis are not shoes to sell steadily 
to the same person. The novelty appeal lacks holding power. 
Misfitting destroys trade stability. Shoes without a trade-retain- 
ing feature are encouragement to customers to float around. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


creates the pride of possession, always aroused by a feature which 

shows a shoe or motor car to be especially desirable. Everywhere 

“BENCH BRAND” sole leather is appraised as exceptional and so 

- ™ sans it should be, for it is aged by time in tanning and has the bal- 
NB. 20s t’s an advantage in buying to have the names of 


shoe manufacturers making shoes that carry KISTLER anced qualities necessary in outsoles that wear. 
“BENCH BRAND” LEATHER SOLES. Write us for them. 


Kl LE Gers 
calher \ompany 


FOUNDED - 1840 


WITT | | | | [-3i9 A. STREET - BOSTON: MASS- | | | I] 


When writing advertisers please mention Boot and Shoe Recorder 


——— 











s 


BOOT AND SHOE RECORDER, March 23, 


1935 


OTHER 
PEOPLES 


By HARRY R. TERHUNE 


IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


A FINE business in boys’ shoes 
has been built up in Rothschild’s 
B. & M. store, Oklahoma City, 
through the efforts of DeWitt Tid- 
well, buyer of men’s and boys’ 
shoes. Letters, some kind of con- 
test and worthwhile souvenirs, such 
as knives, have each contributed 
their part in keeping up the interest 
of this growing department. A 
record is kept of names, addresses 
and birthdays of all the boys. 

Tidwell finds that he can get 
more response from writing good 
friendly letters to the boys than 
from any other class of trade in 
the store. As a general thing, boys 
do not receive very much personal 
mail, and they get a great kick out 
of it when anyone takes the trouble 
to write them. Working with the 
Boy Scouts and conducting classes 
in airplane building are two good 
methods of keeping the boys in a 
friendly spirit, and in developing 
this trade, so that as they grow 
up, they will continue to be loyal 
patrons of the store. 


OP; 


CrepDIT misunderstandings can 
be controlled right at the start by 
writing on the sales slip the con- 
ditions of the sale, finds Frank 
Johnson, whose shoe store is in 
Bartlesville, Okla. Writing, “Will 
pay in 15 days” or “Will pay the 
first of the month” at the time of 
the sale tends to cut down losses 
to practically nothing. Just writ- 
ing this in front of the customer 
and giving him or her the sales 
slip is a great means of eliminat- 
ing future arguments, Mr. Johnson 


says. 
OP: 


THIS talk that a man will not pay 
$9.00 or $10.00 for a pair of sport 
shoes always causes a chuckle to 





IDEAS FOR PROFIT 


Here are some interesting merchan- 
dising stunts that have proved suc- 
cessful in actual practice in retail 
shoe stores. The RECORDER's Field 
Editor picked them up in the course 
of his recent travels. They are 
selected out of the experience of 
hundreds of merchants interviewed 
by Mr. Terhune, and the RECORDER 
passes them on as useful, practical 
case studies in modern shoe mer- 
chandising. Some of them may fit 
your business and help you solve that 
problem that has bothered you. 
Sound ideas lead to success and 
profits. 





DeWitt Tidwell, buyer of men’s 
shoes in Rothschild’s in Oklahoma 
City. His department carries a 
good line of popular priced shoes, 
but his own personal sales ran 50 
pairs of top grade sport shoes to 
one pair of popular priced shoes 
last Summer. With that mark to 
shoot at, his assistants are out to 
better it this coming season. 

Selling a man a pair of $10.00 
shoes resolves itself into a ques- 
tion of how the men on the floor 
and the store management view the 
problem. 


OP; 


ONE man I found is a great be- 
liever in keeping to the same lasts 
and heel heights in his welt shoes 
for women. A. A. Field, manager 
of the shoe department in Tinsley’s, 
Nashville, pointed out that in sell- 
ing a customer, say, a No. 511 last, 
then switching next time to a 
No. 550 last, the customer does not 
get the same wearing comfort as 
though she had been fitted to the 
same last and heel height. His ex- 
perience has taught him that in sell- 
ing walking types of shoes, the best 
results come from sticking to one 


last. Dress types are an entirely 
different story, for the average 
woman wears them only one-third 
of the time, as compared to the 
welts, so she can wear almost any- 
thing within reason. Field believes 
that if salesmen would watch this 
angle of shoe selling closer, they 
would make many more call cus- 
tomers for themselves and would 
also hold the trade to the store 
better. 


OPI 


PUT this in an envelope and mark 
to open next Thanksgiving time, as 
it relates to selling more holiday 
slippers in a men’s clothing store. 

E. C. Jacobs has the men’s shoe 
department in the Phil A. Halle 
store in Memphis, Tenn. Right 
after Thanksgiving time he talked 
the buyer of men’s robes into let- 
ting him wheel two racks of robes 
right into the shoe department. 
Jacobs wanted them to help sell 
his slippers for not many men are 
buying shoes this time of year. 
Enough robes were sold to make 
the other buyer think very well of 
the idea, and there was, also, a 
tremendous jump in slipper sales. 
That of course is what Jacobs was 
most interested in. 


OP; 


IN the Cobb Shoe Store, Texar- 
kana, Texas, customer index cards 
are used differently than in the 
average family shoe store. Will R. 
Cobb showed me how it is done. 
A specially printed card is used 
which gives a family record of the 
number of children in the family 
and their ages in addition to the 
regular information. 

Three colors are used—white for 
women, buff for men and yellow 
for out of town trade. At the top 
of the card are the numbers 1 to 

[TURN TO PAGE 32, PLEASE] 
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TECK PEPETIA 


V A complete line of welts. 
V A complete line of stitchdowns. 


¥ A complete line of turns and 
light McKays —all under one 
appealing, well-known name. 


POLL PARROT SHOES 


In style, pattern, and price ranges, in widths and 
sizes, the Poll Parrot line is complete in Welts, 
Stitchdowns, Turns and light McKays —and bear 
in mind Poll Parrot Shoes are quality-built, all- 
leather shoes at popular prices on which you can 
build a profitable repeat business. 





ROBERTS, JOHNSON RAND 


Branch of International Shoe Co 


ST. LOUIS, MO. 














MAKERS OF ALL-LEATHER SHOES FOR ALL THE FAMILY 
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—_— the correct shoe leather to complement 


their new wardrobe is a question of vital importance 
to women . . . and therefore to the retailers and 
manufacturers who serve them. You can always rest 
assured that the leather in the shoes you sell is in 
flawless good taste if it’s Evans Kid. Women instinc- 
tively like its rich “natural beauty” — the result of a 
special tannage process. They appreciate, too, its 
comfort enhancing flexibility . . . its sturdy endurance 
and lasting smartness. John R. Evans and Company, 


Camden, New Jersey. 
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31. Ten days after a purchase is 
made, a “Thank You” letter is 
mailed from the store. A colored 
tab is next attached to the card 
which indicates that in a six-month 
period from date of purchase the 
customer is to be written to again, 
provided no purchase has been 
made in the meantime. After a 
year has lapsed and no purchase 
made, the card is transferred to the 
inactive file, where it receives more 
personal attention. 

Here is a good idea to hold trade 
—every customer who goes out of 
the store without buying anything 
is given a business card bearing the 
name of the man who served them. 
On the reverse side is a “Record of 
Fitting.” This is properly filled 
out and given to the customer. A 
large number either come back or 
write in for the shoes described on 
the card. 


ort 
FRANK H. SCOTT has a men’s 


specialty shoe store in Nashville. 
He has tried out many kinds of ad- 
vertising, bill boards, street cars 
and newspapers, to fairly good ad- 
vantage, but he has found that a 
minute radio talk, given just before 
the evening sports review, has 
proved to be the best of all. The 
majority of men listen in to this 
sports review which is given by the 
local newspaper. To the majority 
of listeners, this review is spon- 
sored by Scott, because his spot im- 
mediately precedes it. 


or! 


T HERE is a shoeman in Hamilton, 
Ontario, who likes to know many 
of the intimate details of his busi- 
ness, each day as he goes along, so 
he has devised two or three simple 
record systems which are very easy 
to keep, and they give him the nec- 
essary information at a_ glance. 
Those who are well acquainted in 
Hamilton know the man, who just 
bristles with ideas, but for the bene- 
fit of others who are not acquainted, 
he is A. L. Wilson. 

There are only four different de- 
partments in this shoe store, men’s, 
women’s, boys’ and findings, so 
under each head is entered every 
day net sales and profits of that 
department. Wilson knows his aver- 
age daily cost of doing business, so 
by totaling his profit by the day, he 








OTHER 
PEOPLE'S 
IDEAS 


[CONTINUED FROM PAGE 28] 


knows precisely where he stands. 
This record has a summary by the 
week and by the month, with com- 
parative figures for the last year. 

An ordinary calendar such as 
furnished by insurance companies 
is used to keep a record of the num- 
ber of pairs sold, day by day, by 
departments. A monthly summary 
is made on the back of each sheet, 
and a yearly one compiled from 
the twelve months’ summary. This 
calendar record has been kept for 
the last ten years and is very val- 
uable in showing trends. 

Another book, which provides 
considerable real information, is 
the individual sales book showing 
the sales made and profits produced 
by each man selling on the floor. 
This book also includes a daily 
weather report, together with nota- 
tions in diary form on what would 
affect business for that day. It is 
mighty interesting Wilson points 
out to know the amount of profit 
each salesman produces for the 
store. 

This information is never used as 
a whip over the man, as each man 
is in charge of his own department 
and is so responsible that the boss 
never bosses him. 


Or 


A coop display of ties, garters, 
spats, suspenders and slippers help 
the salesforce in Izzy’s men’s shoe 
store in Memphis to pick up a 
great many extra sales, says the 
boss, I. Rosen. Fancy hose sells 
much better than the plain kind. It 
seems that a man will buy only 
one pair of plain hose, but he will 
buy two or three pairs of the fan- 
cies at once. Men do not like to 


be bullied or forced into buying ac- 
cessories, but a good display will 
cause them to buy of their own 
accord, observed Mr. Rosen. 
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Drepb WHIDDON operates an 
underpriced shoe store in Dallas. 
He has built up a fine business ca- 
tering to women who wear the real 
sample size, 4B. In the course of 
a year he will sell some 4000 pairs 
of this one size to the women in his 
trading territory. A customer rec- 
ord list is kept of all who wear this 
size, and at the present time he has 
2500 duly recorded sample-size 
wearers. 


OF! 


A THOUGHT in shoe selling 
from Dr. F. A. McKee, who has the 
foot health headquarters in Fort 
Worth: 

“A customer goes into a shoe 
store and is ‘waited on’ by a clerk 
who does not know the type of shoe 
or the size of shoe required. This 
person receives just a foot covering. 
Now when a person walks into a 
store and the man who serves him 
says, ‘We will give you a pair of 
shoes which will fit your feet all 
over and which will allow the bones 
of your feet to function as nature 
intended,’ that man is a shoe fitter 
and is rendering a real service. He 
is not selling a pair of shoes; he is 
furnishing a comfortable home for 
a pair of feet.” 


Or 


F on one, W. 0. Early, shoe buyer 
for McEwen-Halliburton, Oklahoma 
City, does not intend to be caughi 
next August with white shoe stock 
all shot full of holes in the good 
selling sizes. This is one buyer 
who will keep up sizes on at least 
three good white numbers ll 
through July and August, letting 
the sales of other stores come when 
and how they will. 


OP! 


THE Walk-Over Shoe Store, 214 
South Main Street, Salt Lake City, 
Utah, eliminates traffic congestion 
at its busy combination hosiery, 
bag and cashier department by 
means of a neat wicker desk with 
a chair provided for customers who 
would otherwise take up counter 
selling space in writing out checks 
to cover the amount of their pur- 
chase. 








Wi TO INCREASE VOLUME AND INSURE REPEAT 
BUSINESS...YOU MUST DO 2 THINGS 


fs. 
SELL SHOES 
AS SHOES 


SHOE is nothingmorethan 

a protection and covering 
for the human foot. Modern 
skill in manufacturing shoes has 
brought out everything that it is 
possible to introduce—style, 
excellent construction and man 
comfort features . . . but stil 
shoes continue to serve the same 
purpose—to protect and cover 
the foot. 


Nothing else may be expected 
of a shoe because no two feet 
are alike and as illustrated below 
the degree of arch elevation 
varies in practically every in- 
stance. Below is illustrated the 
proper manner of supporting a 
weak or fallen arch—with an 
individually fitted arch support. 


. Sees 


WATCH EVERY 
CUSTOMER'S 





VERY shoeman knows from actual experience that the degree of 
satisfaction derived by his customers from every pair of shoes he sells 
is determined by the degree of comfort those shoes provide . . . by 
means of careful, scientific shoe fitting . . . and as the result of regarding 
the particular foot condition of every individual shoe customer. 


Every shoeman also knows that shoes are manufactured over lasts designed 
to conform to normal feet . . . but only three out of every ten people 
have normal feet. Seven out of ten have foot trouble. 


When a customer is suffering with foot pains or pains in the body caused 
by the feet—the proper way to provide relief is to correct the cause, foot 
troubles. You can do that because there is a Dr. Scholl FOOT COM- 
FORT Appliance or Remedy for every foot trouble. For strengthening 
weak or fallen arches individual service is positively essential. 


For more than thirty years Dr. Wm. M. Scholl, world’s leading foot 
authority has supplied the scientific and orthopedically accurate method 
of individual correction . . . in his line of adjustable Arch Supports which 
are described and illustrated on the following pages. Read these four 
pages carefully . . . then fill in and mail the coupon without delay. 


THE SCHOLL MFG. CO., INC. 


Sole Makers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies 


213 W. SCHILLER ST., CHICAGO 62 W. 14th ST., NEW YORK 
TORONTO LONDON PARIS 


Branches and distributors throughout the entire world 


Doctors say... 


that there is hardly a part of the body that escapes the ill 
effects of foot troubles. Ninety per cent of all foot troubles 
are caused by shoe troubles. You have before you an excel- 
lent opportunity to earn a wide-spread reputation and to 
enjoy an ever-increasing volume of business and profit by 
making Dr. Scholl's Foot Comfort Service an important and Icnown ‘| as 
integral part of your shoe business. a 
a 
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EACH ARCH MUST BE REGARDED INDIVIDUALLY | 
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Dt Scholl's Arch Supports 
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Dr. Scholl’s FOOT-EAZER 


This is the original invention for relieving tired, aching feet, 
weak ankles, cramped toes, weak or fallen arches, corns, 
callouses, bunions, and rheumatic-like pains in the feet and 
legs. Worn in any shoe. Especially helpful to heavy people 
and those who stand or walk a great deal. Requires very 


little, if any, adjustment. The same ap- 
pliance that has been worn for more & 50 
than thirty years by millions of people 
throughout the world. Per pair........ 

WHOLESALE, Per Dozen Pairs... .$24.00 
Sizes: Women's 3, 4, 5, 6, 7, 8, —— and Narrow; Men's 


6, 7, 8, 9, 10, 11, 12, 13, 14, Wide and Narrow; Misses 
12, 13, 1 and 2 Wide and Narrow. 


Dr. Scholl’s 
Archlift 
Metatarsal 
Support 


This support is designed with flange and forward elevation for 





aa 


Dr. Scholl’s Sa 
Arch “> 
Help “ 


An extremely light weight support for relieving tired, achin 
feet, and pains caused by weak or fallen arches. The meta 
is cut away under the heel which makes 
it very comfortable and extremely easy 
to fit in any style footwear. 
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WHOLESALE, Per Dozen Pairs... ... $7.50 















Dr. Scholl’s 
Korrecto 


Arch 
Support 


Designed to provide a satisfactory support at a moderate 
price. The supporting plate of Silveroid is somewhat wider 
than the other models to give even bearing. The metal is 


cut away under the heel which makes it 
very comfortable and easy to fit in any S 50 
style of footwear. 


PORN HATING 6 <6 20s oe crormataione mats 
WHOLESALE, Per Dozen Pairs..... $12.00 





Dr. Scholl’s 
Up-lift 
Arch - 

Support 2 




















: : : Made of Silveroid, the non-corrosive 
the relief of tired, aching feet, weak or fallen arches, pains, metal. Restores the normal position of N 
cramps, callouses at ball of foot. Made of resilient, Silveroid reconnected a | 
metal with a sponge rubber pad ce- Lilaueae-....... oer gi 
a wt 8p : er + pte & 3 & 0 WHOLESALE Per Dozen Pairs $15.00 . 
end to cushion and elevate the meta- 3 2 ‘ie vlad “palpate Wall pea al . ir 
tarsal arch. Retail, per pair........... Made in children’s sizes. Nothing better for heavy, fast grow- a 


WHOLESALE, Per Dozen Pairs... .$24.00 


Dr. Scholl’s 
Arch 


Support 
No. 24 


For mild cases of metatarsal weakness indicated by burning 
sensations, callouses, cramps and a general uncomfortable 





WHOLESALE, Per Dozen Pairs... ..$21.00 





IS A DR. SCHOLL FOOT COMFORT APPLIANCE OR REMEDY FOR EVERY FOOT TROUBLE 


ing children. Children’s, per pair, $2.00. 
WHOLESALE, Per Dozen Pairs... ..$12.00 


Dr. Scholl’s 
Surgical 
A andB ,. 
Supports oa 


Support “‘A"’ has longitudinal correction and ‘‘B’’ has meta- 








WHOLESALE, Per Dozen Pairs $42.00 





a feeling in the fore part of the foot. The supporting plate, tarsal correction. Both are made of Silverflex, highly polished, Pro 
which is covered with leather, gives sufficient elevation and extremely light and resilient, non-corrosive metal. Both have qua 
is adjustable to each case. Very light the removable and easily replaced, protectized tips (pat. appl. twe 
and extremely practical to be worn s gb for). When the tips wear out you need leat 
in women's light weight shoes. Retail adjust but two units by means of a key $ Gg 0 mer 
te supplied you for the purpose. Pair incl 





PROVIDE INDIVIDUAL CORRECTION 


Practically every type of Dr. Scholl's Arch Support is made 
in regular shoe sizes. The supports illustrated on these two 









pages, with the exception of Up-Lift, can be obtained in P A | N | S 


the following sizes. 
Women's 3, 4, 5, 6, 7, 8 and 9, Wide and Narrow . 
Men's 6, 7,8 9, 10, 11, 12, 13 and 14, Wide and 
Narrow . . . Misses’ 13, 1 and 2, Wide and Narrow. 


The UP-LIFT support is po thie: in Wenen' s sizes, 3-5, 6-8 


Wide and Narrow . . . Men's 6-8, 9-11, 12-13, Wide oa 
Narrow . . . Misses’ 13-2 Wide and Narrow, Children's 3- 5, 


9-11, 12, Medium width. These are known as skip sizes. 


Met. Arch Insole, largest Men's size 12 
Arch Rest Insole, largest Men's size 11 
Meta-Rest Insole, largest Men's size 14 


Otherwise insole sizes are the same as support sizes 


Dr. Scholl’s 
Anterior © 
Metatarsal 
No. 1 


This type is longer than the ordinary support and especially 
shaped to conform to the heads of the metatarsals and the an- 


terior arch. Style No. 1 has a flange for . 
ordinary cases and where there is weak- S 00 
ness in the longitudinal arch as well as 


in the transverse arch. Retail, per pair... . 


WHOLESALE, Per Dozen Pairs. . ..$30.00 


Dr. Scholl’s acai 

Anterior ) 

Metatarsal 
No. 2 


Made with the inside flange and recommended when the lon- 


gitudinal arch is quite normal butslight 
elevation is required. Made of the very S 00 
finest Silveroid and covered with fine 


oak-tanned leather. Retail, per pair. . 
WHOLESALE, Per Dozen Pairs. . --$30.00 














Dr.Scholl’sMeta-Rest Insole 


Provides support to the metatarsal arch. Finest 
quality russet leather with a sponge rubber pad be- 


tween the upperand bottom 
leather. Tube of special ce- S 50 
ment and applicating brush 


included. Retail, per pair. 
WHOLESALE, Per Dozen Pairs..... $10.50 














QUICKLY 
RELIEVED 





In order to provide every customer with that maxi- 
mum degree of comfort which insures satisfactory 
wear of your shoes it is necessary that you provide 
relief from foot troubles. 


Not only do foot troubles prevent your shoes from 
being worn properly—but they cause your cus- 
tomers pain—not only in the feet—but in parts 
of the body far removed from the feet. In the 
illustration above we show you how simple a mat- 
ter it is to relieve the pain on the ball of the foot 
by individually fitting a Dr. Scholl Arch Support 
which restores the elevation of a metatarsal arch 
(in the above instance) and eliminates the cause 
of callouses and pains on the ball of the foot. 
Pains due to other foot weaknesses are relieved 
by the wearing of the proper Dr. Scholl FOOT 
COMFORT Appliance, a few of which are 
illustrated and described on this page. 


Dr. Scholl’s 
Arch 
Support 
No. 402 





Especially designed for wear in dancing pumps, cut-outs and 

dress slippers. This style has comes 

spring for longitudinal arch as well as S 50 

soft pad for anterior arch. Retail, per 

WA petncic cee teow nea eee eee 

Sizes: Women's, 3, 4, 5, 6, 7, 8, 9, Wide, Narrow; Men's 

6, 7, 8, 9, 10, 11, 12, 13, 14, ' Wide, Narrow. 
WHOLESALE, Per Dozen Salve. . - $24.00 


Dr. Scholl’s 
Arch- 
Rest 
Insole 


This all leather insole is designed for those who require a 
mild support for the instep and metatarsal arch. Relieves tired, 
aching feet, weak arches, pains, cramps, callouses at the ball 


of the foot. Made of high quality aey 
leather. Under side is coated with S 00 
special cement for attaching insole to 


shoe. Retail, per pair..... 


WHOLESALE, Per em Pairs — $12.00 





RE IS A DR. SCHOLL FOOT COMFORT APPLIANCE OR REMEDY FOR EVERY FOOT TROUBLE. 









HOW AND WHY DR.SCHOLLS ARCH SUPPORTS 


ARE INDIVIDUALLY FITTED..AND ADJUSTABLE 








This practical machine is used by every shoeman 
who employs Dr. Scholl's Foot Comfort Service 
in relieving foot troubles, in providing proper 
individual adjustment on every pair of Dr. Scholl's 
Arch Supports. Because no two feet are alike 
and arch elevations vary in practically every 
case—Dr. Scholl's Arch Fitter provides the in- 


Dr. Scholl’s Pedo-graph is used to give the 
shoeman a true picture of the condition of 
every customer's feet. The first procedure of 
the Dr. Scholl trained shoeman is to take 
Pedo-graph imprints of the stockinged feet of 
every customer. Foot trouble, as well as the 
particular size, shape and condition of the 
individual's foot is readily revealed. Pedo- 
graph prints show whether the arches of the 
foot are normal, weak, or broken down... 
if there are callouses on the ball of the foot 
they are instantly revealed. When the nature 
of the foot trouble is ascertained with the aid 
of a Pedo-graph print, it is then a simple mat- 
ter to apply the correct Dr. Scholl Appliance 
and to fit the proper last and style shoe to give 
the customer immediate and lasting relief. 


In addition to this the shoeman has obtained 
the exact heel to ball measurement of the foot 
with the weight of the body on it. This is an 
invaluable aid in Scientific Shoe Fitting. 


At the right we show you four types of Pedo- 
graph prints—each one telling a particular 
story with which the shoeman is materially 
aided in his work of fitting shoes scientifically 



























Here you see the customer placing her foot 
on Dr. Scholl’s Pedo-graph—over the rubber 
diaphragm beneath which is the chart (Pedo- 
iors sheet with allits scales printed thereon). 
$s soon as she places her weight on the 
raph a true picture is made. The same 

a lure is followed with each foot. 














NORMAL WEAK CALLOUSES FlaT 
FOOT FOOT ON SOLES FOOT 








Here you have four conditions imprinted on 
the Pedo-graph. The shoeman can thus see 
whether the foot is normal, weak or flat— 
whether there are callouses on the ball of the 


and in providing relief from foot troubles so foot—many other foot troubles are thus re- 


: led i indi- 
that there will not be shoe troubles. aoe eee oe ee 








dividual servicing so essential to correction of 
weak or fallen arches. 


There are so many other interesting features of the Dr. Scholl’s Foot Comfort 
Service Plan that we believe every shoeman who has a regard for the success 
of his business now and in the future—should learn the details . . . of what 
this plan consists. Complete instruction in Scientific Shoe Fitting, relief of foot 
troubles, how to recognize foot troubles by reading worn shoes, how to adjust 
arch supports individually, how to conduct profit-building demonstrations. 
There are so many features, but space prohibits listing them in this advertise- 
ment. We shall be glad to send you particulars without obligation or cost. 
Just fill in, tear out and mail the coupon printed below. Do this at once. You 
have very much to gain—and surely nothing to lose. 


Df Scholl's 







TRADE MARK 


SERVICE 








THE SCHOLL MFG. CO., INC 











213 W. Schiller Street, Chicago ' 
. . ' | 
Please send us, without obligation of any kind, full details 
: 1 fort ice Plan. 

of the Dr. Scholl's Foot Comfort Service Plan Above we reproduce the symbol which instantly identifies the 

i dealer who is featuring Dr. Scholl's Foot Comfort Service. This 
NAME trademark has been in use for more than twenty-five years and its 
licensed use on your store window, as a part of any display, in 7 
' STREET & NO. your advertising, or in your literature, instantly connects you ; 
with the successful work of the world’s leading foot authority : 
CITY & STATE Dr. Wm. M. Scholl, whose advertising is read by millions o : 












people—everywhere—and in practically every advertising me 
dium. Only authorized licensed dealers are permitted to use ou 
trade mark. 





ATTENTION OF 
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QUESTION—I have been a rather 
successful shoe fitter, specializing in 
juvenile footwear, and enjoy a won- 
derful following among the Smart Set 
of our city because of the fact that 1 
have fitted many of their children 
from infancy to college age. 

I have always been extremely care- 
ful in choosing the proper last, pat- 
tern and size for my young customers, 
but, in spite of my great care, | am 
often puzzled when some of my young 
friends develop foot troubles, partic- 
ularly flat foot or weak arches. 

In your opinion what is the cause? 
Is it heredity? Please advise. 


J. C. F. 


ANSWER: There are a great many 
possible causes for the sudden de- 
velopment of foot defects in young- 
sters. particularly flat foot and weak 
arches despite your early efforts to 
prevent just such trouble. 

Foot trouble of that nature may be 
attributed to: 

Ist: The sudden gain of weight 
for which the bony muscular and 
ligamentous structures of the feet 
have not been sufficiently developed. 

2nd: Walking too soon after a pro- 
longed stay in bed due to some ill- 
ness. Here, too, the muscles and liga- 
ments have not been permitted to gain 
tone and proper contractility before 
being forced to take up the burden 
of carrying the body’s weight. 

This particular cause of foot trou- 
ble is met with, not only in child 
life, but in adult life as well. It is 
up to the physician attending a case 
wherein is involved a long siege in 
bed to warn his patient against the 
effects of too precipitate an attempt 
to force the feet to do their full duty. 
He also should warn the convalescent 
against attempting to try to regain 
normalcy by doing his first walking 
in bedroom slippers. Here, of all 
times, should the patient wear a rigid 
shoe. 





Many questions relative to the science of 
expert shoe fitting come to the Recorder. 
A few recently received are given, together 
with the reply suggested by an able retail 
shoeman. 


The Recorder welcomes such questions, 
and will endeavor to furnish logical and 
satisfactory answers, so far as possible. 


We invite criticism of our solutions. We 
do not pretend to infallibility although we 
attempt to bring to the solution of each 
problem the éxperience of eighteen fairly 
successful years in the shoe business. Dis- 
cussion, criticism and suggestions will help 
as much as questions to make The Fitting 
Rule, the Open Form of the Fitting Stool. 





3rd: Rickets play an important part 
in the causation of foot and leg de- 
formities in childhood. Rickets is 
a softening of the bones due to lack 
of lime salts in the system and the 
sufferer should be placed under the 
care of a competent doctor for treat- 
ment. 

4th: We speak of various periods 
in adult life as being “The Danger- 
ous Age” but “The Dangerous Age” 
in chitdren’s foot-health begins with 
the school age. At this time active 
youngsters engage in rough games 
particularly so in jumping stunts, 
such as jumping off steps and land- 
ing upon the hard surfaces of the 
sidewalk, skipping rope and playing 
“Hopscotch,” all on the cement walks. 
The impact produces traumatic shock 
to the soles. The tissues of the soles 
suddenly stretch, the bony structure 
spreads and the arches lower. In 
most of these cases walking becomes 
a painful task. 

5th: Congenital flat foot is thought 
to be quite rare. As a rule, persons 
afflicted with it suffer not at all and 
therefore the complaints from suf- 
ferers from this condition are so 


seldom encountered that little is 


known about it. 

Insofar as is concerned hereditary 
flat foot, there is really no such thing. 
A normally low-arch type foot may 
be inherited, but this is not patho- 
logical, causes no symptoms, and is 
therefore not important to this pres- 
ent discussion. 

Neither are weaknesses inherited; 
they are developmental defects. There- 
fore, even the “tendency” to flat feet 
cannot be said to be hereditary. How- 
ever, speculation on this phase of the 
problem is not suited to the purposes 
in mind. It will do, instead, to blame 
the other factors mentioned above 
when the question arises, “Why, with 
all my care and knowledge and ex- 
perience do my young customers de- 
velop foot trouble?” 


QUESTION—A customer returned 
a pair of size 7% shoes and asked for 
a size larger. The clerk handed him 
a size 8. Customer said he should 
have been given 81% as that was a size 
larger. In a discussion between our 
clerks, there is a difference of opinion 
as to what is considered a size larger 


in shoes. A. E. G., Sunbury, Pa. 


ANSWER—Shoe sizes are marked 
71%-8-814-9, and a size larger desig- 
nates the next size. 

We believe the clerk was correct 
in the assumption that the customer 
required the nxet size larger, and, as 
the units in sizes are 14 sizes, we also 
would have given the customer the size 
8 shoe. 

In legal cases this may not be true. 
We, however, must deal with the 
“common acceptance” of the meaning. 
Hardly a week goes by without such 
exchanges being made, and in 99 per 
cent of the cases it is the next size, or 
one size larger, that is asked for. 


J. L. H. 
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DU BARRY 


STREAMLINE FLATS 
“ACROSS THE BOARD” 


Stores throughout the country have accepted flats 
and are buying these three streamline versions in 
a wide range of sizes and colors: 
“Slicker Slacks” for country and sports 
“Flat-terie” and “Du Barry” sandals for 
general wear. 
The latter takes its name from its 14/8 Du Barry 
heel, which is very much in line with the féminine 
trend of new fashions. 
We give you your choice of twenty-three colors 
of Vode Suede, from the Allied Kid Company. 
We especially recommend Marine Blue No. 936 
for immediate delivery, White No. 901, and 
Chamois No. 910 for later selling, and for Summer, 
all the sixteen high colors and pastels in this line, 
alone or in combination. 


Stone Shoe Company, gnc. 


71 Fifth Avenue 
Rew Pork 


When writing advertisers please mention Boot and Shoe Recorder 
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POPULAR PRICED 
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FAMOUS FINE SHOE 
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SG HRINER SHOES — born and bred in ZR Shoe 


the atmosphere of fine shoemaking— hiaglncnpurecerndiaayine 


No. 250. All Cream Nubuck, wing tip. 
No. 256. All Cream Nubuck, plain toe. 
No. 262. White Grenelé Calf, ventilated. 
= . Three of eight styles carried IN STOCK, 
found in shoes at a price so - a branded or unbranded. 

hs AA-D, 6-12, $4.25 


have an air of superiority rarely 


low. In every respect these 


new Shriner Shoes are fit- 


ting companions to fa- Heigh-Ho Sport ox- 


mous French, Shriner fords represent the 


& Urner shoes and last word in im- 


offer the retailer of 
men’s fine shoes an 
exceptional oppor- 
tunity to strengthen 
his position in the 


proved Goodyear 
Welt construction. 
They carry heavy 
English crepe rub- 
ber non - slipping 


quality field. soles. Sustained de- 
mand proves their 
widespread popularity. 


HEIGH-HO ALL SPORTS OXFORDS 


No. 207. Cream Nubuck. 
No. 208. Brown Bueko, black edges. 
No. 201. White Elk, natural edges. 


IN STOCK A-E, 5-12, $3.00 


FRENCH 
SHRINER 


& URNER 
MFG. CO. 


63 MELCHER ST. 
BOSTON, MASS. 


* 


Meat SHRINER & URNER 


e Custom Grade models retail- 
- 7-"° $10 to $14.50 are golf shoes 
for men and women which feature Twin 
Grip removable spikes. 
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BOOT ann SHOE RECORDER 
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4 
xcerpts from Campaign Running Currently in Boot and Shoe Recorder 


iM obt-Wn Oxo sae} olosto sai Oy slotatos-vo. 
THE 
Patent Leather Picture 


Completely and 
SATISFACTORILY” 
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A Substantial Shoe Market 


Comes Back 


[CONTINUED FROM PAGE 15] 


used here is to find the work shoe best 
suited to give the most complete ser- 
vice for certain types of work, then to 
sell the shoe right. Once a shoe has 
been proved right, it is possible to de- 
velop its sphere of activity considerably. 

Did you ever take the classified sec- 
tion of the telephone book and read 
through it in order to discover how 
many lines of endeavor employ men 
who would be interested in shoes car- 
ried in your store? 


Shoe for the Oil Fields 


A black plain toe oxford having retan 
oily uppers and an oil-treated leather 
sole retails at $3.50 in Harrington’s. 
This shoe is only carried by the factory 
in D and E widths but this store has 
the Bs and Cs made up specially. 
Primarily an oil field shoe, yet hard- 
ware clerks, grocery clerks, garage and 
filling station men, truck drivers and 
school boys like them and wear them. 

Another shoe is a 5%-in. high cut 
having brown elk finish uppers, extra 
hard toe cap, heavy drill lining and a 
real built-in arch. This is made spe- 
cial on a full toe dress last. It is car- 
ried from B to E and sells the year 
round at $5. Many men buy this shoe 
as a general utility proposition. 

Keen interest is taken in the kind 
of work a man performs, for differ- 
ent types of jobs require different kinds 
of shoes. An oil field man needs an 
all-leather shoe, while a man working 
around steel shavings should have a 
Grocord or some good composition sole. 
That is why Harrington’s carry 35 
different kinds of work shoes with 
prices from $1.65 to $5.95. There is 
not much action in the lower grades, 
as the $4.35 and $4.95 prove to be the 
best sellers. 


Work Shoe Fitting Important 
This store has built up its work shoe 
business through having the right types 
of shoes, carrying them in plenty of 
widths and doing a first rate fitting 
job. 

All the better shoes are carried from 
A to E, while a “Yardwide” G width 
shoe takes care of the extreme wide 
feet. Size 13 is carried in all widths 
in the better grade shoes. 

For years this store has been preach- 
ing good fitting work shoes. Doss took 
the Dr. Scholl course so that he might 
have a good working knowledge of foot 
mechanics. The store bought an X-ray 
machine in order that the shoes might 
be fitted with scientific accuracy. More 
men are taken to the X-ray machine 
during work shoe selling than when 
they are buying dress shoes. 

Imagine carefully measuring the foot 
of a work shoe buyer a few years ago, 
and then giving him as thorough fitting 
service as though he was buying a 





$10 dress shoe, and finishing the job 
by escorting him to an X-ray ma- 
chine! 

By the foregoing, it is evident that 
the work shoe business is there, but the 
old rules have been changed by modern 
methods. 

Dozens of other shoe men have built 
up a good work shoe business in the 
past few years. Most of them are the 
younger generation, as the Brown 
brothers in Murfreesboro, Tenn., and 
Earl Dawson in Owensboro, Ky., who 
just went out and cut themselves a nice 
slice of profitable extra shoe business. 


Safety Shoe Business Growing 


Another phase of the work shoe busi- 
ness is safety shoes. Industrial lead- 
ers as a whole, have a decided leaning 
toward safety shoes. They are seri- 
ously safety-shoe-minded, particularly 
in those trades which require lifting 
body weight movements, such as in coal 
mines and the heavy industries. At the 
Scullion Steel Mill in St. Louis, toe 
injuries among workmen have been 
absolutely eliminated through the in- 
sistence of the employers that their 
help must wear safety shoes. 

The safety shoe business is on a defi- 
nite increase and will continue to be 
so, as many big industries are just 
waking up to the advantages of such 
footwear. 

Dealers can work up a good safety 
shoe business in nearly every com- 
munity, as shoes of this nature can be 
sold even to farmers with many argu- 
ments as to why they should be worn— 
from the danger of cows stepping on 
their toes to the dropping of weights 
on them. 

Most of-the safety and work shoes 
are merchandised as “leaders” so are 
sold on a reasonably close margin of 
profit. 

Many shoe retailers have lost safety 
shoe business by literally forcing big 
industries to establish their own shoe 
commissaries. 

Remember, office managers wear 
good type safety shoes in going 
through plants, as they know that fall- 
ing bodies are not particular on whom 
they fall. 


Calling All Tyrolean Shoes 
[CONTINUED FROM PAGE 17] 


Cleveland have seventeen! Blue service 
calf with white, brown with green, 
black with red, white with all the high 
shades, natural linen with high shades, 
. that’s only a few of the best. 

The second reason for its success is 
more fundamental—it fits in with the 
trend toward low. heels, or “flats.” 
This has been developing, as we all 
know, for several seasons, steadily. 
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This Spring, everybody who came back 
from the Paris openings reported that 
Paris had gone flat-heel conscious in 
a big way. The vogue for flats is pick- 
ing up momentum fast, and the peasant 
shoe is part of this larger picture. 

The third reason is the general feel- 
ing for “Peasant” fashions in clothes, 
as expressed in gay color, in rustic 
fabrics, in shorter, fuller skirts, in de- 
tails like shirring and peasant em- 
broidery. 

Here are some of the colorful inci- 
dents about this shoe’s career: 

What would you say if Greta Garbo 
walked into your store and bought 
seven pairs of the same shoe at a 
clip? That’s what actually happened 
at Best’s. She came, she saw, and they 
wrapped up seven pairs! And who 
could dramatize such a fashion better 
to a waiting world than this glamor- 
ous star who made the slouch hat 
famous? 

Hollywood adores the peasant shoe. 
And what Hollywood likes, these days, 
makes itself felt from coast to coast. 

Altman’s report a customer who 
bought, at one sitting, 10 pairs of their 
winged version (see sketch) from their 
suburban store in White Plains. 

And another day, at Ski-Meet in 
Connecticut, one woman wore this shoe. 
The next day twelve of her friends 
sent in their order to Altman’s New 
York store. In this department, by the 
way, the Peasant shoe has passed the 
1800 pair mark to date. So, from this 
you see it’s no “window” shoe—it’s a 
very best seller. 

As Buyer Callahan of Altman’s says, 
women either go crazy about it, or they 
wouldn’t wear it on a bet, or they want 
to wait until somebody else tries it 
first. It takes a bit of nerve and plenty 
of publicity on the part of the store to 
put it across. It takes courage on the 
part of the customer. One of their 
customers, for instance, who saw the 
Peasant shoe, was fascinated, but 
timorous. The next day she brought a 
friend for moral support, and bought 
two pairs. 

Did you know that stores in college 
towns are playing the Kitzbiihel in 
college colors? Up at Wellesley it sells 
in white and the college blue. Out at 
the University of California, the uni- 
versity colors are carried out in a 
cardinal red shoe with gold colored 
collar and tongue. Wild? Of course. 
But it’s the kind of wildness that young 
things love. And that sells shoes. 

Surprisingly enough, however, it’s 
not only a young girl’s shoe. There are 
more and more women of (shall we 
say) discretion going in for low heels. 
And they wear the Peasant shoe, too. 
In quieter colors, to be sure. In the 
country rather than in town and 
usually in a less exaggerated squared 
and blocky toe. Its comfort, its appro- 
priateness to rough clothes give it an 
appeal quite aside from its novelty 
value. 
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Picture of Profits 


They look like Kangaroos to you? 
They are! 


They’re the strange animals from far 
off Australia whose skins are tanned 
in this country to become the superb 
leather from which men’s street and 
dress shoes of genuine Kangaroo are 
made. 

Kangaroo is a “natural” for retail shoe 
dealers. Strong (17% stronger, weight 
for weight, than any other leather used 
for shoes), as soft and as light as kid, 
and so finely textured that it will take 
a high brilliant polish, it brings cus- 
tomers back, and keeps them more 
than satisfied. Its sales story, woven 
around one of the world’s strangest 
animals, offers a merchandising op- 
portunity hard to equal. 


Kangaroo is a perfect picture for 
profits for the shoe dealer. Get in this 


picture yourself! 
AUSTRALIAN TANNED IN 


KANGAROO AMERICA 


Surpass Leather Co. - Philadelphia 
Richard Young Co. - - New York 


Ziegel Eisman Co. - - - Boston 


a : e& s 
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As is natural, the newly made oil 
millionaires spend much of their money 
in Dallas, even though the local stores 


carry good representative lines of 
shoes. 

In telling how he had doubled his 
business in the past year, W. A. Con- 
ner spoke of the great increase in 
out-of-town trade, of how he picked 
up three $5.00 shoe sales from one 
small town that very morning. Then 
I told him of a Tyler woman who 
spent a thousand dollars one after- 
noon the week previous in one Dallas 
store. But that is the way trade 
always goes. 


Correct Fitting His Hobby 


This Brownbilt store Mr. Conner 
operates was started fourteen years 
ago. He has had it for only a little 
over a year. And he is mighty happy 
that he acquired it too, because it is a 
real paying proposition. 

“You tell me that a dozen more 
shoe places have opened in the past 
year and established stores have 
strengthened their lines, also you have 
made a healthy increase in sales over 
a pretty good 1933. What’s the secret?” 

“Just fitting the people. Having 
good fitting shoes to start with and tak- 
ing a pride in our fitting job. We are 
going to extremes in seeing that our 
children customers get the right size 
and type of footwear. It pays.” 

This is one man who is not very 
much given to talking about himself 
or his store. The sincere fitting job 
being done is reflected in two ways in 
this store—a falling off in the sales of 
$2.95 shoes with a tremendous increase 
in the $5.00 and $6.00 grades, while the 
second proof is contained in the cus- 
tomer records. Conner inherited some 
500 customer record cards. Now the 
store has a list of 3000 active names, 
many with several entries. All this 
goes to show how the public responds 
to good treatment. It is interesting to 
note that the men’s business is show- 
ing its proportionate percentage of 
increase. 


Liberal Advertising Policy 


While this store has a regular adver- 
tising budget, the management does not 
feel badly if the outlay runs a little 
over, as the true value of good pub- 
licity, good windows and the continu- 
ous use of souvenirs has been amply 
proven. 

Now about the Tyler Rose Festival 
which is held in the Fall. This is at 
the time that the blooms are at their 
height and from all accounts is quite 
an eyefilling spectacle. Iron in the 


soil make this a marvelous rose raising 
section, so acres and acres are given 
over to roses. 


Last December twenty- 
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one refrigerator carloads of rosebuds 
were shipped out of this town. 

Next to be visited was Clyde Bachus 
who has the shoe department in The 
Fashion Shop. Pretty shoes retailing 
at $4.00 and $5.00 predominate. Dur- 
ing his three years in Tyler, Bachus 
has seen some great changes in cus- 
tomer buying. Last year he lost some 
business through bearing down too 
heavily on his $4.00 line. Anticipated 
sales were figured at 60 per cent for 
$4.00 shoes against 40 per cent $5.00, 
while in reality it was 35 per cent 
$4.00 and 65 per cent $5.00. Last year 
more of the conservative types were 
sold, while this year it is the high style 
patterns that have the call. Bachus 
likes this change because the Spring, 
1934, shoes would last his customers 
from four to six months, while now his 
trade is back every two months for 
more pretty shoes. 


Girls Prefer High Heels 


Lots of girls living in those small 
towns which have no pavements want 
plain high heel pumps. They prefer 
patent leather for all-round purposes. 
Right today half the store’s business 
is on low heel kinds which are bought 
by the local city girls. Here is the 
business theory for making more cus- 
tomers come back. “Don’t try to see 
how much money can be made on a 
pair of $4.00 or $5.00 shoes, but see 
how good a shoe can be profitably sold.” 

That observation of Mr. Bachus rela- 
tive to selling a lot of pumps to small 
town girls is typical of Texas. Plenty 
of pumps are sold regardless of style 
trends in other parts of the country, to 
the women living off the main roads. 

One shoe buyer in this city has the 
hand picked name of “Leatherman,” 
L. S. Leatherman, of the Mayer & 
Schmidt department store. A good 
good representative line of standard 
brand shoes is carried, with women’s 
prices retailing from $6.75 to $11.50 
and men’s from $6.00 to $12.50. 
Another store that sees the trend away 
from plain shoes this Spring. “We had 
a few hot numbers come in on the I. 
Miller shoes and they just walked out, 
while the semi-staple shoes stayed with 
us. Those plain shoes are not causing 
us any worry for they are good and 
will be profitably merchandised. It was 
really amazing to see the people pick 
up those $11.50 fast style numbers. 

“The men’s business is hard as the 
trade is so cut up and the men’s shoes 
wear so long. Last year’s success with 
ventilated shoes makes us feel that we 
stand a fine chance of getting men 
away from conservative types and so 
selling them several pairs a year includ- 
ing some sandals for warm weather 
wear.” 
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For thirty-four years Caldwell- 
Hughes catered to staple shoes. While 
doing a fine business all this time, a 
change was made last Fall by adding 
some style shoes. The business doubled, 
so O. L. Phillips, the women’s shoe 
buyer, tells me. This store is doing a 
remarkable job in children’s business. 
The policy of carrying plenty of sizes, 
plenty of widths and plenty of styles 
has paid good dividends in sales. 
Mothers the past few years have taken 
a real interest in proper fitting and 
that has given the department a real 
lift. 


Cultivates Children's Business 


A tremendous volume of children’s 
business comes from the small towns 
from those people who are particular 
in getting their children fitted right. 
Mr. Phillips pointed out that the store 
gives as much publicity and attention 
to advertising the resources of the 
children’s department as it does to the 
women’s. That very advertising is in 
itself a big drawing card for the 
parents because they feel that if a store 
does a good fitting and style job for 
the children it is sure to render them 
the same service. Carrying a complete 
stock of children’s shoes and being most 
particular in the fitting is the very 
best advertising medium that any store 
can have, the management believes. 

Now to visit around Corsicana, a 
city which had its oil boom in 1925. 
Trade was good for the five years the 
excitement lasted and now it has re- 
solved itself into just a good 17,000 
town. Scars of the boom period in the 
shape of many vacant stores in the 
center of town give one a false impres- 
sion as to its good steady business. 


Two Classes of Shoe Stores 


Some wild catting is being done in 
this vicinity although as a whole, the 
oil business is pretty quiet. Wild cat- 
ting means speculative oil well drill- 
ing, a highly exciting game in which 
real money is involved. 

“This retailing of shoes, is now down 
to two general classes of shoe stores, 
one where it is possible to get service, 
style, quality and possibly charge ac- 
counts, while the other is a price 
proposition and often a chain store. 
The public themselves have been the 
direct cause of the elimination of many 
shoe stores through their withdrawal 
of patronage.” That is the substance 
of a talk with George F. Baum who 
operates The Big Four Shoe Store and 
is the newly elected president of the 
Texas Shoe Retailers Association. He 
continued : 

“No one is in a position to predict 
how long this condition will exist or 
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THE 500 BEST RETAIL SALESMEN OF 
ENNA JETTICK SHOES WILL WIN 


4 BRAND NEW AUTOMOBILES 
AND *8.000 IN CASH 


IN A NATION-WIDE 
SALESMANSHIP CONTEST 


3 
Enna Jettick is out to find the 500 best salespeople of Enna 
Jettick Shoes in America—in one of the most exciting Sales- 


manship Contests anybody—anywhere—ever heard of. 


This great Contest is open to any retail salesman or saleswoman 


selling Enna Jetticks. 


The search for the prize 500—the top Enna Jettick Shoes 


Salespeople in the country—begins very shortly. 


For complete rules and details about the Enna Jettick Sales- 
manship Contest and the many prizes, read The April Enna 
Jettick Retailer, issued March 25th. 


The Retailer will be sent to your store on March 25th. Don’t 
miss this Good News issue. There’s real news about this great 
nation-wide Contest. News that will make the four top Enna 
Jettick Salespeople each the owner of a brand new automobile 
—and 496 others the winners of cash prizes—big money prizes 
totaling $8,000. 


It will pay every salesman and saleswoman selling Enna Jet- 
ticks to read the April issue of the Retailer. If your store is 
not receiving the Retailer, write today to Enna Jettick Shoes, 
Inc., Advertising Department, Auburn, New York, to make 
sure you're on the list to get this Good News Contest issue, 


and the ones to follow! 


ENNA JETTICK SHOES, INC. 
AUBURN, N. Y. 


AMERICA’S SMARTEST WALKING SHOES GO PLACES COMFORTABLY 


When writing advertisers please mention Boot and Shoe Recorder 
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what will happen in shoe retailing in 
the next decade. This we do know, all 
towns lose trade to other larger towns, 
so the big job of the independent shoe 
store in cities of our size is to cater to 
the steady trade; let the public know 
that we have the quality merchandise 
we carry; watch style trends so that 
we will be ready with the new mer- 
chandise before the customers ask for 
it. 

“The greatest danger is letting the 
young trade get away from a store 
which has been established for some 
time. We keep neck and neck with the 
DeMolay boys and the high school boys 
and girls and put a lot of force on our 
young trade.” 

Across the street is the headquarters 
and main store of the fourteen Wolens, 
Inc., department stones. Joe Wolens 
has charge of the shoe departments and 
he tells me that all but two are show- 
ing a fine increase of business. The 
home store here in Corsicana has 
doubled its January and February shoe 
business over last year, and the busi- 
ness in 1934 was considered very satis- 
factory. 

There is a simple reason for this 
increase, Mr. Wolens admitted, and it 
is that the management has complete 
confidence in the immediate future and 
so has plently of merchandise in all 
stores. By having a tremendous stock, 
Mr. Wolens, says, the stores can supply 


any reasonable consumer demand. He 
graphically pointed out that when the 
public is in a buying mood, as it is at 
the present time, a store must have 
plenty of the right type of merchandise 
and not empty shelves if it expects to 
do a real business. Don’t get the im- 
pression that Joe Wolens means that 
he is overbuying, because he showed 
me that he was averaging a four and a 
half times stock turn, which is ex- 
ceptionally good for stores which carry 
everything from baby’s white shoes to 
work shoes. 

There is a true friendly feeling 
among the shoe men in this town. For 
example, if George Baum can’t sell a 
customer a pair of evening slippers, 
he will send her across the street to 
Wolens. Then if they are not the right 
color, Baum will dye them free of 
charge. 

L. S. (Buck) Shelton, manager of 
the Walk-Over shoe department in 
J. M. Dyer Co., says that he expects 
slacks and pastel shades in sandals to 
be the means of giving him a wonder- 
ful Spring business. “We know the 
pretty shoes we are giving the trade 
this Spring will make them buy many 
extra pairs. In our men’s department 
there is no doubt but that the white 
buck and the ventilated shoes will be 
good but we hope to get our plus. busi- 
ness selling sandals to young men who 
have never worn them before.” 





Six Striking Spring Windows 
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All together, it made a very striking 
Spring combination. 

The I. Miller (New York) display 
at the top of the right hand page was 
used to dramatize Basquette, a new 
basket weave leather surface, which is 
being featured in I. Miller footwear 
this season. Central American basketry 
was used to produce the decorative ef- 
fect and also to tie the window up with 
the idea of the Spring cruise to the 
tropics. The effect was very beautiful 
and artistic. 

The Easter and Travel windows were 
also from Dallas, having been designed 
by D. Erich Von Noy for Paul’s, Inc., 
and used in 1934. The Venetian blinds 
made effective and readily available 
backgrounds and the general treatment 
was modern in spirit. The shoes were 
placed to provide an attractive ar- 
rangement with good visibility and 
without the appearance of crowding. 

At the lower right we illustrate two 
from a group of very original displays 
used this season by Phelps Shoe Co., 
Ltd., of Shreveport, La. 

“As you may judge by the photo- 
graphs,” said T. Willard Jones, display 
manager, in commenting on these win- 


dows, “we do not go in for elaborate 
displays or backgrounds, but make the 
latter very simple, with a set-up that 
has some striking features designed to 
get attention at a glance. These dis- 
plays are changed twice a week, and at 
no time is a display permitted to 
remain in the window more than four 
days. It might seem that such frequent 
changes would involve a great deal of 
expense, but such is not the case, as 
we use the continental type of display, 
and many changes can be made with a 
small outlay of cash. 

“For example, two of our recent dis- 
plays were constructed entirely from 
materials we had used before, once to 
display evening shoes and later for a 
window of galoshes. However, in each 
display the color scheme and the com- 
plete set-up were different. The only 
cost of another recent display which 
caused much favorable comment was 
$2.20 spent for silver foil paper. 

“The wheel used in the ‘Ahoy’ dis- 
play (illustrated herewith) was made 
from wallboard that had been used 
several times before, and the felt used 
in the pennants came in for subsequent 
use in other trims. The white roping 
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which formed the lettering for the 
word ‘Ahoy’ was bought three years 
ago and used many times. 

“The men’s display (illustrated in 
the lower right hand corner) is typical 
of many of our displays, inasmuch as 
it is very plain and simple and depends 
for its attention value mainly on the 
cutout figures. Figures similar to this 
in semi-comic poses are used constant- 
ly and have proved very effective as 
attention spots. They are cut out of 
wallboard and painted in bright colors 
in contrast to our background color. 

“The letters used on the backgrounds 
and panels of these displays are made 
of solid aluminum in ribbon type, being 
four inches high and one and a half 
inches thick. These are attached to 
the backgrounds by means of pins 
which are cast into the letters.” 


Permanent Place for Blues 


CHICAGO, ILL.—At the Sears, Roebuck 
& Co. State Street store, Joseph Lang- 
ley, manager of the second floor wo- 
men’s shoe department, looking into 
the future sees a permanent demand 
for blue shoes. At the moment blues 
have the choice, both in fabrics and 
kids, plain and trimmed, although 
blacks and browns are still going fairly 
well, mostly in fabrics trimmed with 
kid. 

New stock at Sears’ State Street 
store shows a predominance in fabrics 
for the approaching warmer weather 
months. Marrumba cloth and craven- 
ettes in browns, blues and _ blacks, 
trimmed with kid, will be the leading 
materials shown. The Gypsy effect, 
open-throat tie in blues, browns and 
blacks are selling slow in the $2.95 
grade. 

In the $5 class, stocked exclusively at 
the State Street store of the chain, the 
two-eyelet tie in browns with dress- 
maker’s stitch are new. The solid, 
comfortable appearance and apparent 
wearing qualities, Mr. Langley says, 
make numbers of this style and type 
a popular seller in the $5 range, pos- 
sessing as they do both style, class and 
wearing qualities, which Sears fea- 
tures. 

The greatest volume at present at 
Sears is in the $2.65 to $2.95 range, 
with the $5 grade 35 per cent ahead 
of the previous year in sales volume 
and popularity. 


Race Track Numbers 


Los ANGELES, CAL.—The Wetherby- 
Kayser answer to the Santa Anita race 
track influence in Los Angeles is ex- 
pressed in two popular numbers—one 
a strap pump of white buck with baby 
alligator overlay priced at $15. The 
strap and buckle are both heavy and 
the alligator tongue extends high at 
the throat. A second popular number 
is an Aberdeen in white buck with 
brown or blue accent in calf. This also 
comes in a chamois buck with a brown 
accent. The heel is all leather, the 
accents appearing as fox, tip, stay, and 
as side patches. The price is $13.50. 
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Is Definite ... and Growing Stronger Every Month 


The reputation of Hanan, as the source of fine footwear, is and always has been 
conceded. And every merchant who has handled Hanan Shoes will tell you that 
when you give a customer the proper Hanan last for his foot, you have made a life- 


time customer. 


Our men are now covering their territories. See for yourself new and original mod- 
els built over the famous Hanan lasts. This 1935 line is renewed assurance that 
Hanan will again lead the way in today’s swing back to good-looking, long-wearing 


quality shoes. 


To Retail at $105° or Higher 
QUALITY, LIKE CHARACTER, ENDURES 


HANAN & SON 


EXECUTIVE OFFICES FACTORY AND STOCK DEPARTMENT 
1328 Broadway, New York 671 North Sangamon Street, Chicago, Illinois 


When writing advertisers please mention Boot and Shoe Recorder 
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"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 











INVITATION—to every shoe man—to attend the Style 

Conference of the National Shoe Retailers Association 

to be held at the Waldorf-Astoria Hotel in New York 
City—April 29th and 30th. 








Retailers as Tax Collectors 


THE country has gone tax mad. 
Before long every retailer in the coun- 
try should be allowed to wear the 
badge of tax collector, for he is in 
fact, in most localities, performing 
those duties of that badge-holder 
today. 

At present sales tax laws are now in 
effect in 18 states and under considera- 
tion in 25 of the 48 state legislatures. 
In addition to this, eight cities have 
some sort of municipal sales taxes. 

The N.S.R.A. is now trying to pre- 
sent the case for the retailers of shoes 
on the various legislative fronts 
throughout the country. It can how- 
ever, but summarize the situation as 
it exists. It is up to the individual shoe 
retailer in each town, city and village 
to protest to his representative at the 
State capital, such unwarranted legis- 


lation. 
* ¥ * 


Business should and must make its views 
known not only at Washington, but at our 
State Capitols whenever legislation is being 
considered which affects the retailer’s econ- 
omic functions. 

CHANNING E. Sweitzer 


Need for Trade Promotion 


THE necessity for increasing em- 
ployment, reducing production costs, 
increasing the efficiency of distributive 
agencies and apprizing consumers of 
the utility and satisfaction of products 
and services is generally recognized. 

It is recognized that serious unem- 
ployment exists and productive capac- 
ity is not fully utilized. Employment 
will be increased and production ca- 
pacity will be more fully utilized if 
production can be increased. 

While the solution of our economic 
problems involves the correlation of 
many forces, trade promotion work by 
trade associations and groups of busi- 
ness, the economic value of which has 
been recognized, offers timely and ap- 
propriate opportunity for constructive 
action. Greater knowledge on the part 
of producers and distributors of the 
needs and desires of consumers and 
greater knowledge of the utility and 
satisfaction of products, including 
machinery and supplies or so-called 
industrial goods, would tend to in- 
crease demand and thus create employ- 
ment. 


Direct Loans to Merchants 


THE Government fund for the res- 
toration of industry by direct loans 
has made only 20 per cent of the 
allotments to the operators of small 
businesses. 

Obviously, something has to be done 
immediately so that small business 
men may receive financial assistance 
along with the operators of big busi- 
ness. 

“The law must be liberalized along 
lines which will enable the small busi- 
ness man and manufacturer, whom it 
is intended to aid, to secure that 
assistance—first, without suffering the 
long delay which applicants thus 
far submitted for the most part have 
had to endure; second, without the 
great expense which the preparation 
of data and information for submis- 
sion to the loaning agency in connec- 
tion with the application has entailed 
to the manufacturer and business man; 
and, third, a more personal attitude 
on the part of the loaning agency 
toward the applicant” according to 
Hon. Herman P. Kopplemann. Rep- 
resentative from Connecticut. 

The N.S.R.A. believes that some- 
thing must be done to make Govern- 
ment loans to merchants more avail- 
able. 

Before we take definite steps in this 
matter, write headquarters so that we 
may know the extent of this difficulty. 

* * * 

The Reward of business for service ren- 
dered is a fair profit plus a safe reserve, 
commensurate with risks involved and 


foresight exercised. 
* * # 


Profit Guaranteed? 


“Society does not owe anyone a profit; 
much less should it guarantee profits by 
means of price-fixing in codes. Profits must 
be won by efficient management.” 

Paut H. Nystrom 
* * * 


When a fellow says: “It isn’t the money, 
it’s the principle,” its the money. 





Every Merchant in Every State a Bulwark Against Legislative Oppression 
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Service Center—3022 Empire State Building, New York—John J. Holden, Manager 





Are There Too Many Styles? 


STYLES must be treated sensibly if 
industry is to prosper. When the 
manufacturers of shoes attempt to 
make too many styles they must, by 
necessity, suffer in profits. 

This opinion is advanced by Miss 
Mary Anderson, director of the Wo- 
men’s Bureau of the U. S. Department 
of Labor. 

Miss Anderson in discussing the 
peculiar problems of the industry 
made remarks which dig into the 
depths of the difficulties in the shoe in- 
dustry. Her remarks need answering. 
They need interpretation and _ cor- 
rection by leading factors in the in- 
dustry. Here are some of the issues 
which need to be answered. Perhaps 
her points are not clear—perhaps 
they are drastic, therefore, they need 
some sort of an answer. She says: 

“Firms that make high grade shoes 
have reported difficulty in keeping up 
to the pace of change in style and in 
trying to meet the cut-throat competi- 


tion of the sweatshop type of shoe 
firms that move from higher wage 
markets to localities where they can 
take advantage of lower rates. Con- 
sequently, business in the better types 
of plants has fallen off to the point 
of threatened extinction. 

“The shoe workers, many of whom 
are highly skilled, have suffered great- 
ly from irregularity of employment 
and loss in earnings, due to various 
causes discussed in the report. There 
are too many shoe factories for the 
output required, a condition which 
causes undercutting of standards. It 
is too easy for the sweatshop factory 
to spring up almost overnight or to 
move from place to place. Such 
migration of-plants leaves many work- 
ers high and dry without work. Also 
fewer operators are now needed be- 
cause many processes in cheaper 


makes of shoes have been eliminated.” 
* * * 


Some Retailers are waiting for the pass- 
age of the Old Age Security Bill—others 
are selling service and quality at a good 
price and making a sound profit. 


Industrial Self-Government the 
Aim of Trade Associations 


TRADE associations are important 
factors in promoting the recovery pro- 
gram. The Board of Directors of the 
Chamber of Commerce of the United 
States, in furtherance of existing 
Chamber policy to promote trade as- 
sociations, adopted at its recent meet- 
ing the following statement: 

“The continuance of trade associations, 
and more particularly their continuance 
as voluntary organizations, is vitally 
necessary in the interest of self-govern- 
ment and self-regulation in industry, and 
in such form and in such manner they 
can serve an important and indispensable 
part in promoting the recovery program. 
The establishment of sound and _ bene- 
ficial policies in industry and the solu- 
tion of its major problems must rest 
largely upon industry itself. These aims 
can best be accomplished through con- 
tinued utilization by industry of the ser- 
vices of voluntary trade associations. The 
extension and coordination of such co- 
operative effort in the public interest 
should be furthered by industry.” 











Spring Membership Drive Now ON—the 25TH SERVICE YEAR of the National Shoe Retailers Associa- 


tion—the period ahead may be the most dangerous or the most promising year of your life of shoes. 
Significant changes, affecting our social, political and economic life, make it imperative for you to be 
enrolled in your national association. We have fought your fight for a quarter century—again asso- 
ciation membership is vitally needed. 


SEND THIS MEMBERSHIP BLANK TO HEADQUARTERS IMMEDIATELY 





Firm Name 
Voting Member... 
Street Address 





APPLICATION FOR 1935 MEMBERSHIP 
National Shoe Retailers Association 


3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


I/we apply for membership in the NATIONAL SHOE RETAILERS ASSOCIATION. 


Dues payable in advance $5.00 annually, plus $2.00 for each additional store. 


Date.... 
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Ideal for 
‘SPRING AND SUMMER 


footwear 


ul 


Ole Ca EREGs 
SHOES 


These modern SEWED SHOES 


reflect the insistent requirements 


of discerning women for foot 
WWE-Yo oh Mane E-VoX-TaloKololi-MmonUlon ita 
and comfort. 

dalctiaen ckelolelicldin amit Ma =kerololalh 4-Xe| 
with continued enthusiasm by 
R-XelkoRtalommulehhhackaatia-1ammelite 


retailers. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSE 
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SecLe TO SHARE I N T H E 
lime W. L. DOUGLAS 


$7000°° contest 


Announced to the public next Tuesday, the 26th....Ends May 31, 1935 


During the next nine weeks, you can lay 
the groundwork to share in the cash 


awards and extra business! 


THE March 30th issue of The Saturday Eve- 
ning Post will carry a full-page announcement 
of the Douglas Prize Contest! The contest will 
take the form of a statement of 100 words, or 
less, on this subject: “WHY I THINK DOUGLAS 
ALL-LEATHER CONSTRUCTION IS BEST.” 

This Douglas Contest has untold possibili- 
ties . .. your sales and your profits will climb 
higher than ever! For Douglas Men’s Shoes al- 
ready give Douglas Dealers the fastest turnover 
of any line in the business today. Douglas offers 
you 275 “in stock” styles in a full range of 
sizes and widths . . . correct, authentic styles 
for this Spring .. . a sensible price-range . . . 
and a generous mark-up! 

It’s not too late to enter this great selling- 
effort. There are prizes for your customers. . . 
AND PRIZES FOR YOU. Read a few of the de- 
tails in the panels at the left. But there is much 
more you should know about the Douglas Con- 
test and its profit-making possibilities. Mail 
the coupon today. 











W. L. DOUGLAS SHOE COMPANY, Brockton, Mass. 


Gentlemen: The Douglas Contest sounds like the finest selling-idea 
I ever heard of. I would like to be part of it. Please have your 


representative call at once. 


Name. 








Street. 


City. 
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> FOOTWEAR BY 


70 WYCKOFF AVE. 
BROOKLYN, N. Y. 


THE OUTSTANDING 
MATERIAL FOR 
WHITE FOOTWEAR 


“The Standard of Quality Since 1884” 


THE ZAPON company 


A Subsidiary of Atlas Powder Company 
STAMFORD * CONNECTICUT 


When writing advertisers please mention Boot and Shoe Recorder 
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What's Doing In the Shoe World 


SATURDAY, MARCH 23, 1935 





J. & J. Slater's Spring Opening 


NEw York—J. & J. Slater presented 
a preview of their Spring collection of 
beautiful shoes, hosiery and bags on 
Monday evening, March 11, at the 575 
Madison Avenue Shop. Representa- 
tives of the trade and fashion press and 
stylists were present at the showing. 

Miss Jeanne Grey, fashionist for 
J. & J. Slater, presided and explained 
the new shoes worn by the mannikins 
on the runway. “Style—and a Touch 
of Genius” is the theme of Slater’s 
Spring Foot Scene, and Miss Grey pre- 
dicts: “Your feet are going to catch 
the eye this season as they haven’t in 
a long time. Fashion decrees a shorter, 
fuller skirt, with a new high for day 
wear—never longer than 12 inches 
from the ground. The woman’s foot 
must present a pronounced chic and 
loveliness in this new style picture. 

“With no ensemble more important 
than its accessories, fashion paints the 
Spring canvas in strong color contrasts. 
Enchanting new hues—misty grey, dull 
blue, beige and chamois yellow—find 
good companions in shoes, bags and 
hose which either match or contrast the 
costume and thus become an essential 
part of the whole.” 

Smart new patterns in flat-heel shoes, 
walking shoes, spectator sports, formal 
afternoon and evening shoes were dis- 
played and at the conclusion of Miss 
Grey’s talk the guests were shown the 
two show windows pictured above. 

“Style and a Touch of Genius’— 
the theme for the first window, was 





DATES TO REMEMBER 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York April 29-30 


California Shoe Retailers’ Association 
Convention, Biltmore Hotel, Los An- 
June 10-11-12 


Illinois State Shoe Convention, Spring- 


TM MWR cis oe care cmueneeaduss June 16-17 


Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon ....June 17-18-19 





most unique in that the newest Spring 
models were set in a classical back- 
ground, features of which were the 
miniature shoes sculptured by Adolphe 
Wertheim of Shoe Fashion Research, 
New York City. This innovation is 
known as Stat-Shu-Styl and is the in- 
vention of Mr. Wertheim, noted sculp- 
tor shoe designer, and is the newest 
style idea service of Shoe Fashion Re- 
search. Miss Grey introduced Mr. Wer- 
theim to the audience after explaining 
this new feature in window display. 

The other window, appropriately 
titled “Symphony in Three Flats,” dis- 
played the new flat-heel shoes for of- 
fice, field, campus or shopping in town. 
A buffet supper was served to the 
guests after the preview. 





TYLE... AND A TOUCH OF GENIUS 


Several models of Stat-Shu-Styl, the new Style idea service of Shoe Fashion Research, 
New York, as shown in J. & J. Slater Spring Window 


Selby Sales Increase 


PortsMouTH, N. H.—Retail dealers 
of Selby Arch-Preserver Shoes from 
all over the country have telegraphed 
news of an increase in sales up to 130 
per cent for the period between Feb- 
ruary 16 and 23, over the same period 
last year. They attribute the increase 
to the Selby $20,000 prize contest which 
is being held in conjunction with a se- 
ries of broadcasts by Mrs. Franklin 
D. Roosevelt over a period of ten weeks. 

The W. G. Simmons Corporation, of 
Hartford, Conn., reports the largest in- 
crease, with J. N. Adam, of Buffalo, 
second with a 118 per cent leap. A 
dozen other stores have enjoyed gains 
in business which make the average 
increase 61 per cent. 


Shoe Man's Son Dies 
When Thrown from Horse 


NORTHFIELD, N. J.—William Katz- 
inger, 8, son of Richard Katzinger, 
Camden and Atlantic City shoe retail- 
er, was killed March 8 when the horse 
he was riding bolted and threw him 
from the saddle. 

The father of the child, riding an- 
other horse, made a frantic but futile 
effort to reach his son’s side as the 
horse galloped away with the boy drag- 
ging on the ground, his foot caught in 
a stirrup. 

Katzinger is a member of the firm 
of Katzinger Brothers of Atlantic City, 
who purchased the retail shoe business 
of Joseph Kobus of 932-934 Broadway, 
Camden, Feb. 12 last. The Katzingers 
reside at 109 South Douglas Avenue, 
Ventnor City. 


Lower Heels in Demand 


CuHIcAGo—During the past two weeks 
there has been an insistent and growing 
customer demand for the low-heel for- 
mal and evening dress low-heel pumps 
and sandals. 

A survey discloses that many State 
Street stores have had many of these 
requests from customers. 

Queries of inquirers indicate that 
these requests from customers came in 
most part from reading recent articles 
in the style pages of daily newspapers 
and magazines advocating and _ illus- 
trating new styles in low heels. 

The request demand runs from me- 
dium heels to the extremely flat heel. 
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SHOE STORE MANAGERS 
RECOMMEND GARPETS 


1685 









for 


Soft Beauty 
Durability 
Fair Price 





Traffic creates sales. And store attractiveness is one of the 
important factors in building traffic. 

So, successful shoe store managers always pave their traffic 
lanes with soft, luxurious carpets, the kind that produce 
underfoot a feeling of comfort and well-being. 

But traffic also adds to overhead. It produces the wear 
and stress that bring the need of replacements. 







So store managers investigate well the ruggedness and 
long life which is woven into floor coverings at the loom. 





Here’s just one interesting test of Mohawk Carpets. Almost 
100,000 people have, in a few weeks, walked on Mohawk 
Carpets as they inspected America’s “Little House”, that lovely 
demonstration house, situated at the corner of Park Avenue 
and 39th Street, New York City. Yet the carpets are as fresh 
and new-looking as when they were installed and will con- 
tinue to be. 

Finally, however, when replacements are needed —no car- 
pet will last forever — it is well to examine the price at which 
luxurious beauty and long life in carpets may be obtained. 










There, again, Mohawk carpets successfully withstand the 
most rigorous comparisons. Not the cheapest, of course, but, 
when quality and beauty are considered, the best value that 
the market affords. 








* * * 





Consult your Mohawk Dealer. Ask him to make available to 
you, without cost, the benefits of the Mohawk Advisory Service. 
Or, if you do not know who the nearest Mohawk Dealer is, 
write to the nearest Mohawk Regional Office. Learn why 
1683 shoe store managers believe that Mohawks offer more 
beauty and ruggedness per dollar. 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVENUE, NEW YORK 





REGIONAL SALES OFFICES 
Atlanta Boston Chicago Dallas Denver Des Moines Detroit 
High Point Los Angeles Philadelphia San Francisco Seattle St. Louis 
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“Have you heard the NEWS!” 
“What news?” 

“Surpass is tanning BROWN 
and Blue, now, as well as 


BLACK !” 


It is no news to those tanners and retailers who have been 
using our colors... but it is news, and surprisingly pleasant 
news, to Shoe Men who have been looking for deep, true 
colors tanned with all of the care and precision that is a 
part of the Surpass tradition. Our current BROWN, for 
instance, is a real brown, not too olive and not too red. 
The leather in which it is tanned has such a silky grain 
and is so smooth and soft to the touch that it almost belies 
the firm texture by means of which it carries the fine details 
of the last on through to the customer's feet. 


SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


Shoe Retailer 
Shoe Manufacturer 


+ 
> 
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STURDY 
PLAY SANDAL 


Full Grain Elks Unlined—Three Weeks Delivery 
No. 1858—Tan Elk. No. 1868 
8—B to 1.35. 


1848—White Elk. 
No ight Smoke Elk. 5% to 
12—A to D—$1.60. Spring Heel. 12% 


—$1.80—Beveled Breasted Rubber Heel, Special Damp 


Proof Sole. 


St. Paul and Central Ave. 


The 1935 Juvenile 
“Fut-Builders” are 
ter than ever. 

he thy bg ace for 
originalit fresh- 
pene in venile Styl- 
ing. h this fast 
selling line the mer- 
chant is assured of 
quicker turnover and 
better mark-ups in his 
Juvenile Department. 
From High Style num- 
bers to staples Artisan 
Juvenile ‘Fut-Build- 
ers” comprise a com- 
prehensive line of busi- 
ness builders that 


repeat season after Heel. 
season. 
Write for New Catalog 


ARTISAN SHOE CORPORATION 


Rochester, New York 


SPORTETTE 
PLAY OXFORD 


Full Grain Elks Unlined—Three Weeks Delivery 


No. 1878—White Elk. No. 1888—Tan Elk. No. 1898— 
Light Smoke Elk. 8% 


to 12—A to D—$1.90—Spring 
% to et to D—$2.15—Rubber Heel, Special 


Damp Proof Sole 





Public Relations Service Aids 
Shoe Store Collections 


“Public relations service,” available 
to Denver, Colo., shoe merchants 
through the local Retail Credit Bureau, 
is a forward step in the efficient, profit- 
making handling of credits and col- 
lections. 

Posted in the reception room of the 
merchant-owned Credit Bureau is the 
announcement, “INTERVIEWING 
HOURS—PUBLIC RELATIONS. 8:30 
... 9:00 A. M. 4:30... 5:00 P. M. 
ASK FOR MR. MORRISON.” 

There are a number of specific and 
highly important situations in which 
this public relations service is valuable 
to the shoe store using it. 

First in importance comes, perhaps, 
debtors “at the end of their rope.” 
The consumer is behind in his obliga- 
tions to the shoe store and other stores, 
and, in self protection, they are refus- 
ing further credit.. The customer is 
desperate and excited. With that un- 
reasonableness which is rather typical 
in the situation, he may approach the 
shoe merchant with indignant re- 
proaches, 

Here is an opportunity to do the 
constructive thing—send the involved 
debtor to the public relations depart- 
ment of the Credit Bureau. So, cour- 
teously, the shoe merchant makes the 
suggestion. 

“The public relations expert at the 
Retail Credit Men’s Association is just 
the man for you to see,” he recom- 
mends. “Talk over the situation with 
him. If there has been a mistake, he’ll 
correct it. He talks for the merchants 
of the city.” 

The public relations expert, a trained 
assistant of Charles M. Reed, General 
Manager of the Retail Credit Men’s 
Association of Denver, tactfully gets 
at all the facts of money owed, income, 


family and responsibilities. He deter- 
mines just how serious the situation is. 

If the debtor is not “in very deep,” 
the public relations expert may simply 
persuasively show him how to rehabili- 
tate his credit. First, of course, the 
debtor must pay up the past due ac- 
counts in large part. 

In other situations, the best handling 
is to show the debtor how he can ar- 
range a loan with an industrial bank, 
the proceeds paying off his store obli- 
gations in full. He will repay the 
bank in regular payments. 

Many an indignant customer, rebel- 
ling at refused credit, is frankly ques- 
tioned, with Credit Bureau cards, be- 
fore the public relations man, and 
quickly brought to a humble acknowl- 
edgment that the store only did the 
inevitable thing. 

Shoe merchants who are members 
of the Credit Bureau may use the pub- 
lic relations department in connection 
with short check cases, disputes, and 
other situations of a credit or collec- 
tion nature which are sure to arise 
when considerable business is done. 

Shoe and other merchants in any 
one of the hundreds of communities 
which have a retail credit bureau can 
secure service of this general nature 
by discussing the matter with the bu- 
reau manager. Use of the term “pub- 
lic relations” is highly effective. It 
saves the debtor’s self-respect when he 
goes to the Credit Bureau. It digni- 
fies the conversation with the public 
relations man, and facilitates best 
results. 


Merchants Get Relief Business 


CAMDEN, N. J.—Abandoning as a 
failure the centralized distributing bu- 


reau at Medford, the Camden County 
Emergency Relief Administration has 
restored to merchants of the county the 
business of supplying relief families 
with shoes, effective Feb. 1. 

It is estimated that authorized relief 
vendors lost when the shoe business 
was taken from them last August by 
the State relief administration. 

Restoration of relief trade to the 
merchants was announced by William 
W. Logan, Camden County relief di- 
rector. At the same time Logan issued 
a rigid set of rules and restrictions to 
be closely adhered to by vendors if 
they are to remain on the approved 
list. 

The new rules entitle holders of or- 
ders for relief shoes to “all the rights 
of a cash customer.” To stress that 
point, shopping relief clients are re- 
ferred to as customers throughout the 
set of regulations. 

Following are some of the rules and 
regulations: 

Positively no cash must be given in 
exchange for relief orders. 

If the relief recipient offers money 
for the purchase of a more expensive 
item than that specified on the relief 
order, the merchant shall immediately 
so notify ERA headquarters. 

Orders must be signed in the pres- 
ence of the vendor by the customer. 

All merchandise delivered must be 
itemized and priced on the relief order. 

Orders must not be honored unless 
duly signed by an authorized represen- 
tative of the Emergency Relief Admin- 
istration. 

Representatives of the Emergency 
Relief Administration showing proper 
credentials must at all times be given 
facilities for inspection of transactions 
with customers. 

High-heeled shoes are not permitted 
for school girls. No patent leather 
shoes allowed for small infants. 

Orders for men’s shoes shall be 
plainly marked “work shoes” or “dress 
shoes.” 
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Riding Boots 


Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 





Boots to meet your every 
demand in style and price. 


Our large floor stock 
means quick service. 


KIRKENDALL } 
BOOT COMPANY 
Omaha, Nebraska 
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Riding, Cowboy : ond | Lace Boots yy 
H. J. | JUSTIN & SONS Inc. 


























Al Reiss in New York 


NEw YorK—AlI Reiss, formerly gen- 
eral shoe buyer for Pizitz Drygoods 
Co., of Birmingham, Ala., for four 
years, also with Dan Cohen Co., in 
Kenosha, Wis., and Birmingham, Ala., 
is now located in New York City as 
shoe merchandise manager with the 
New York Bargain House, 287 Broad- 
way. Mr. Reiss is a well-known shoe 
man and his many friends wish him 
lots of luck in his new position. 



















Moves Sample Room 


PHILADELPHIA, Pa.—Paul Lippincott, 
who represents the manufacturing 
house of Dixon Bartlett Co., of Balti- 
more, Md., in this territory, announces 
a change of address. His office and 
sample room, formerly in the Denkla 
Building, has been moved to 710 Phila- 
delphia Saving Fund Society Building, 
12 S. Twelfth Street. The new location 
is one of the most modern office build- 
ings in Philadelphia, air conditioned 
and attractive, and is centrally located. 

























Madison Store Moves 


MADISON, Wis.—Dyer’s Orthopedic 
Shoe Store has moved to more spacious 
quarters from 103 to 109 State Street. 
Dyer’s carries Ground Gripper, Canti- 
lever and Physical Culture Shoes. 








BOOT AND 


TyLeR, TreEx.—Leon’s Slipper Shop 
was formally opened Feb. 22. Marcus 
L. Strum, vice-president and general 
manager of Leon Shoe Stores, Inc., was 
in charge. He is making this store 
the headquarters for the five other 
stores now being operated in the state. 
Bud Corbett is manager and Roger 
Hays is assistant manager. 

A six-page special section of the 
Tyler Morning Telegraph gave the new 
store a tremendous amount of publicity 
on the opening day. 

Completely new, the slipper shop is 
designed along modernistic streamlined 
ideas in black, red and chromium. The 
entrance is quite modernistic, radically 
different from the usual in having low 
display windows on a plane with the 
normal range of vision. No surplus 
glass is above the display windows, 
which are literally “framed” by black 


Smart New Slipper Shop Opens 
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and red boundaries with silver strip- 
pings. The windows are finished in 
cream color with brown trims. Two 
individual display windows for feature 
shoe models are located on either side 
of the entrance. 

The interior of the new shop fol- 
lows the same streamlined effect. Full 
length mirrors, built-in displays, rich 
brown rugs and a color scheme of 
cream and brown present a luxuriously 
comfortable picture for customers. The 
new chromium seats are used through- 
out the store. The back wall completes 
the modernistic idea with a curved 
background in rich brown. 

Footwear for the formal opening 
of the store will be the most complete 
in East Texas, Strum said Wednesday. 
He will feature Leon’s, Red Cross, 
Rice-O’Neill and Braner Bros. shoes, 
carrying all sizes to fit any foot. 





Macht Shoe Corp. Formed 
to Operate Departments 


New YorK—Macht Shoe Corporation 
has been formed for the purpose of 
operating shoe departments in nation- 
ally known chain stores, as well as 
department stores. 

Jack Macht, president of this cor- 
poration, at the age of 23 started as 
buyer for The Charles Stores, and con- 
tinued in that capacity for seven years. 
After severing his connections three 
years ago from The Charles Stores he 
took over a few shoe departments in 
The McLellan chain, and operated them 
himself. The McLellan Stores saw, 
through him, the possibility of building 
a real shoe business in their organiza- 
tion, and therefore requested Mr. 
Macht to relinquish his leases and 
assume the position of buyer for the 
McLellan Stores Co., which position 
he held for three years. 


Harry Weisberg to Move 


New YorkK—Harry Weisberg’s Shoe 
Store will move this month from 1566 
Park Avenue to 1353 Fifth Avenue, be- 
tween 112th and 113th Streets. 


Three Spring Promotions 


DALLAS, TEXAS—With the introduc- 
tion of ventilated and sandal street 
shoes for men during the past few 
years and the fact that men have taken 
to this most comfortable type of foot- 
wear, the men’s business has developed 
three Spring selling promotions, C. M. 
Selby of Volk Bros. finds. 

The early part of the Spring, from 
Jan. 15 to March 1, is the time to sell 
the plain lightweight black and brown 
shoes. During the next two months 
comes the period when sport shoes are 
in the spotlight. Following that is real 
hot Summer weather of some four 
months’ duration, when men are inter- 
ested in cool shoes, and that is when to 
promote the ventilated and _ sandal 
types. 

“Men hate to be the first to put on 
sandals for street wear, but get them 
once started and it is easy to make a 
Christian out of them,” reflected Mr. 
Selby. “This Summer we will carry 
ventilated shoes for men in prices all 
the way from $6 to $12.50 and will 
have several types in the top grades. 
That does not mean just a few pairs, 
but a real stock. 
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Attractive Infants’ Shoe Display 


BostonN—An unusually artistic dis- 
play of infants’ high-grade footwear, 
manufactured by Mrs. Day’s Ideal 
Baby Shoe Co., of Danvers, Mass., is 
attracting much attention at the North 
Station terminal in Boston. The dis- 
play, built around the booklet “Start- 
ing Baby On His 65,000 Mile Walk,” 
is attractively presented on a “baby 
blue” silk foundation, with a darker 
blue background. 

A white satin display stand, espe- 
cially made to carry the small shoes, is 
flanked by two display boxes, lined with 
pale pink and trimmed with real lace 
on the covers. The rest of the window 
is filled with various types of infants’ 
footwear, for which this house is fa- 
mous. These include infants’ booties 
of silk crepe, oxford and one-strap pat- 
terns of patent leather and kid, and a 
few “high” shoes. In addition there 
are tiny T-strap sandals of gold and 
silver kid, and even a pair of dainty 
white kid boots, with zipper fastening 
and white fur trim around the top. 


Jacobs Takes Larger Store 


New YorK—The Cantilever Shoe 
Shop, formerly at 762 Lexington Ave- 
nue, has moved to new and larger quar- 
ters at 646 Madison Avenue, near 60th 
Street. Dave Jacobs, owner of the 
store, has added Physical Culture shoes 
to his present lines of Ground Gripper 
and Cantilevers. 

The new store is modern in every re- 
spect, with special attention given to 
good window display space. Mr. Jacobs 
is operating under the successful Foot 
Health Headquarters Plan, with a type 
of shoe for every type of foot. 


Scented Shoe Dressing 


BostoN—Signal Chemical Company, 
cf Boston, is offering the retail trade 
a new line of cleaners, dressings and 
polishes, one unusual feature of which 
is the addition of pleasant scents to 
appeal to feminine users. Under the 
name of Shu-Prim, this attractively 
packaged line is the result of many 
years of study devoted to the require- 
ments for such materials in the shoe 
factory. The same dressings have been 
tested and approved by leading tan- 
ners, and are extensively used in shoe 
factories because of their speed, effi- 
ciency and safety. 

Signal Chemical Co. has developed 
special cleaners to meet the require- 
ments for the new and popular types of 
grain leathers and fabrics such as Gre- 
nele, Treebark, Swirl, Yardley, Sandor 
and Palm Beach. 

H. M. Shapiro, connected with the 
shoe trade for over fifteen years and 
thoroughly familiar with the problems 
of shoe cleaners and dressings, has 
charge of the distribution of the new 
Shu-Prim line. 





MORE THAN 90% OF THE RESILIENT RUBBER IN THIS HEEL CAN 
BE EVENLY WORN AWAY BEFORE YOU REACH THE STA-TITE 
WIRE MESH. 


| = a heel that out-performs all others 
in use — that makes satisfied customers — 
that builds repeat business. Panco Sta-Tites 
always fit snugly — wear twice as long — have 
no dirt-tracking nail holes. These advantages 
are made possible by Sta-Tite’s unique con- 
struction. Embedded in the Sta-Tite base is 
a steel wire mesh into which heel nail-heads 
set firmly. Other heels have washers — or 
wood — or nail anchorage material that cuts 
down the wearing thickness and resiliency. 
There is no other heel like Sta-Tite. Specify 
Sta-Tites on your next order — at no greater 
cost. 


PANTHER PANCO CO. CHELSEA, MASS. 
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STA-TITE 
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KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 
Ne. 202 Black 
Kid $2.00 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 








Dancing Shoes and Taps 
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PAT. LEATHER Stock 
Women's * 
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= Owens SHOE CO = 
——= 28 Goodhue St., Salem, Mass. —— 





Lizard Trim in Colors 


Ho.tywoop, CauLir.—Bruce William- 
son, proprietor of The French Bootire 
Studio, 6916 Hollywood Boulevard, re- 
ports a keen demand for white kid 
pumps with colored lizard tip and fox. 
The trim comes in green, red or blue. 
The pumps have the typical French 
toes and the colored tips are very nar- 
row, so in addition to matching cos- 
tumes tastefully they are very flatter- 
ing to the feet. 


¢ 
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A Symphony in Three Flats 









1935 










Vogue for low heels in women's walking shoes inspired Jeanne Gray, fashionist in 
J. & J. Slater Stores, New York, to create this novel and beautiful display for Madison 
Avenue store as a high note of fashion for Spring. Story on page 53. 





Brockton Factories Active 


BROCKTON, Mass.—Despite inclement 
weather which has retarded buying in 
the mid-west and eastern sections of 
the country, South Shore factories as 
a whole have recorded a fairly consis- 
tent production schedule the past four 
weeks with expectations that the com- 
ing two months will see an increase 
over 1934 on staple and sport shoes. 

Orders received from the South and 
Southwest clearly indicate sport foot- 
wear with special emphasis on whites, 
stronger even than last year, and a 
marked demand for better grades from 
many retailers, in spite of the report 
that many buyers are purposely 
witholding orders in anticipating lower 
prices from the manufacturer. 

“Chiseling” still prevails among cer- 
tain types of buyers, but the repre- 
sentative firms in many cases report an 
expressed desire on the part of their 
buyers for the best possible shoe to be 
produced at a reasonable figure. 

While the volume makers have been 
working to capacity in many sections, 
other firms, including W. L. Douglas, 
George E. Keith, Commonwealth Shoe 
& Leather, E. E. Taylor, Conrad Shoe 
Co., and M. A. Packard have also been 
exceedingly busy. Among the higher- 
grade manufacturers, Stacy-Adams, 
E. T. Wright & Company, Stetson Shoe 
Company and C. H. Alden Company 
all report new business and many new 
accounts and reports from their road 
salesmen to strengthen their belief that 
the Summer sports shoe business will 
be equally as good for their factories 
as the volume makers. 





Opens Sandal Shop 


Houston, TExAS—Solly’s Sandal 
Shop opened March 9th at 809 Main 
Street. The store is operated by Harry 
Susman, with B. F. Dyer as manager. 
As the name implies, the store spe- 


cializes in sandals for women and chil- 
dren. Sport shoes are also carried. 

There is a real idea behind the start- 
ing of the shop, according to Mr. Sus- 
man. After April first, fully 80 per 
cent of the retail shoe business for 
women and children consists of some 
type of sandals, either evening, dress, 
sport or beach wear. The average store 
does not have room to feature sandals 
in an exclusive section as a department 
store does, hence the necessity of hav- 
ing a smart shop right in the heart of 
town given over to this shoe selling 
specialty. 

Houston is only fifty miles from the 
ocean and sandals sell here naturally 
from February to Labor Day on ac- 
count of the warm weather. The store 
clicked from the minute it opened. 
Deck chairs and summary wall decora- 
tions did much in adding atmosphere 
to the store. 

After the sandal selling season is 
over, Mr. Susman is now considering 
to turn this store into a Sport Shoe 
Shop in which all kinds of sport shoes, 
including riding boots, will be sold 
through the Fall and Winter months. 





Boston Store Reopens 


Boston—After having been closed 
for some time, during which extensive 
alterations were made, the Wilson Shoe 
Store opened Friday, March 8, at 467 
Washington Street, this city, with a 
complete line of women’s style shoes re- 
tailing at $3.00. A few days before the 
opening was scheduled, Boston newspa- 
pers carried a cartoon advertisement 
showing a woman nonchalantly hurling 
her entire shoe wardrobe through the 
bedroom window and explaining to her 
horror-stricken husband that she is do- 
ing it because “the new Wilson Shoe 
Store opens Friday.” On the day the 
store opened every purchaser of a pair 
of shoes was given a two-tone boudoir 
alarm clock. 
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The lightness of the Celastic Box Toe 


makes it ideal for the Summer-weight shoe. 


Celastic is flexible across the tip line and 


eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 
better, look better, and wear better. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





THE QUALITY BOX TOE 


When writing advertisers please mention Boot and Shoe Recorder 
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Men's and Women's 
Slippers 


CL i i heel 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Bowling Shoes 
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BOWLING SHOES 


PRICE 

Women’s Oxfords— 
$2.25 5¢ less 
Combination Sole 


Men's 
$2.35 


BROOKS SHOE MFG. CO. 
Swansen & Ritner Sts., Philadelphia 








New Paris Styles 


Cuicaco—The Costume Bootery of 
O’Connor & Goldberg at 23 Madison 
East is showing a line of Parisian crea- 
tions for Spring wear. The predomi- 
nating features are short vamps and 
high heels. However, an attractive 
showing is made of the English-type 
flat heels with the range of short, me- 
dium and long vamps. The price range 
is $8.75, $12.50 and $14.50. 

A popular model going over well at 
O-G’s is a hand-sewn pump in blue or 
black with very short-laced vamp and 
patent leather toe tip at $12.50. 


Opens Philadelphia Sample Room 


PHILADELPHIA, PA—Charles W. 
Strohbeck, Inc., of Brooklyn, New York, 
manufacturers of high grade corrective 
and sport welts for fifty years, have 
opened a Philadelphia sample and show 
room at 613 Denckla Bldg., 11th and 
Market Streets. Al Katz is to be in 
charge. 
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Whites Selling Ahead of Season 


Alabama Merchants See Demand Developing 
Too Early, But Are Helpless to Stem Tide 


BIRMINGHAM, ALA.—Even this early 
in the season, whites are being seen 
on the streets and are being sold in 
fairly good lots much to the dismay of 
practically all of the leading stores. 
Nearly every dealer resents selling a 
pair, but they ask what can be done 
about it? If one dealer doesn’t sell, 
another will, so what’s sauce for the 
goose is sauce for the gander. 

A number of stores are displaying 
whites in the windows while the more 
conservative dealers are withholding 
their displays until at least a portion 
of the Winter leftovers are removed. 
Even if there are no Winter leftovers 
the more conservative stores want to 
clear out the colored Spring shoes. 

Right now blues seem to be the rage, 
and from all appearances this Spring 
will be a duplication of last year. They 
are kids and the styles seem to be built 
up pumps and ties. 

“I don’t believe I’d be exaggerating 
when I say that out of every forty 
pairs sold recently thirty-five have been 
blues,” said Jack Davis, of Jack Davis, 
Inc., at Caheen’s. “There are too many 
whites appearing at this season of the 
year and next month and the next deal- 
ers won’t have anything to sell,” he 


_ added. 


The Spring season is likely to be 
noted for a fairly good demand for 
linens, mostly whites, but mixed with 
blues with white trims, Davis believes. 

Loud styles are getting the play in 
newspaper space by the leading stores. 
Loveman, Joseph and Loeb, for in- 
stance, are featuring a honeycomb 
leather, Marina blue, with blue kid ac- 
cent; pumps with Marina blue calf 
with blue pin-point strips over white 
buck; brown and white checks with 
brown calf accent; Marina blue gabar- 
dine stitched in white, and others. The 
Vanity Boot Shop, managed by Joe Ta- 
ronto, is featuring gabardine with 
brown trims, one-eyelet ties in blue kid 
with white underlay and brown kid 
with grosgrain strips. 

Joe Dannis, manager of the depart- 
ment at Pizitz, also hails the arrival of 
blue kids and bucks in ties and pumps. 

“But there are too many whites ap- 
pearing on the streets at this time to 
do anybody any good,” he said. “Lately 
we have found more customers willing 
to spend a little more for shoes. They 
come in with the intention of buying 
four dollar shoes, but they’ll shell out 
more if they see something they really 
want,” he said. 





To Form Rubber Buying Group 


MINNEAPOLIS, MINN.—Otto H. Schu- 
ler, 1005 West Broadway, Minneapolis, 
chairman of the Rubber Footwear In- 
vestigating Committee of the North- 
western Shoe Retailers Regional As- 
sociation, has recently circularized 
retailers in that territory preparatory 
to forming a buying group for the pur- 
pose of obtaining more favorable prices 
on rubber footwear. The merchants 
are asked to report to the committee 
on how many cases of light and heavy 
rubber footwear they expect to require 
for next season. The circular says in 
part: 

“For weeks prior to the recent North- 
western shoe convention in Minneapo- 
lis a special committee of independent 
retailers from every state in our as- 
sociation territory was busy investigat- 
ing mail order and chain store prices, 
and in making comparisons. 

“Numerous items in rubber footwear 
were purchased from these competitors 
of yours and ours; they were painstak- 
ingly compared with similar items such 
as you and we carry, compared both 
as to quality and price. The results 
were conclusive. Mail order and chain 
stores are selling many types of rubber 
footwear for as little, or less, than 
the independent retailer can buy them, 
= trade and cash discounts figured 
off. 

“As a result of the findings of this 
committee, the convention, composed 


of merchants from both Dakotas, Iowa, 
Wisconsin and Minnesota, not alone 
adopted a resolution of protest, but 
decided to go further and form, within 
the Northwestern Shoe Retailers Re- 
gional Association, a buying group for 
the purpose of making further inves- 
tigations and pooling their orders that 
each might thus obtain a net price 
somewhat more on a par with prices 
paid by chain stores and mail order 
houses. 

“A special Rubber Footwear Investi- 
gating Committee was authorized, to be 
comprised of independent retailers of 
the Twin Cities, this committee to dig 
deeper into the problem, contact mer- 
chants in all five states, ascertain how 
many and what merchants are inter- 
ested in getting lower rubber footwear 
prices, and approximately how many 
thousand cases these merchants can 
use. With this as a starting point, 
negotiations are to be entered into with 
manufacturers of rubber footwear to 
obtain a competitive price.” 


New Department in Hollywood 


HoOLLYwoop, CaALir..—A new men’s 
shoe department featuring Nunn-Bush 
shoes has been installed at the Brand’s 
men’s store at 6706 Hollywood Boule- 
vard. William J. Wheeler and Arthur 
Hauser, employees of the store, are 
operating the shoe department as a 
concession and they report a good 
start-off for the new venture. 
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May Company Presents 
Group of Aristocrats 


Los ANGELES, Catir.—Making an appeal to the best 
dressers in Los Angeles, the May Company is pre- 
senting eight leaders intended to cover practically every 
shoe need of the fashionable woman, all shoes de- 
signed by one of America’s leading shoe designers. 

The eight numbers include the following: 

A blue or black kid pump with a patent trim, the 
patent appearing on heel, upper edge of quarter and 
the side of the vamp. The heel is low enough for rea- 
sonable comfort yet high enough for style. The price 
is $14.75. 

An oxford intended to be worn with the tailored suit 
is in blue or black gabardine with patent trim. The 
patent trim on this number covers the heel, tip and up- 
per edge of quarter as well as dipping down to include 
the plug. The price is $12.75. 


Gabardines With Lizard Trim 


A flattering but comfortable gabardine tie in blue 
or black with lizard trim, the trim including heel, 
tip and top of quarter. A line of perforations adds 
another touch of neatness to this number. The price 
is $14.75 and the heel is low enough for comfort in 
street wear. A 

A plain blue gabardine pump with calf trim designed 


for comfortable all-day dress wear when necessary. 
This number also comes in brown, is heavily perforated 
with underlay showing. The heel is made for comfort. 
The price is $12.75. 

A spectator in white buckskin with saddle in brown 
calf as.well as heel and lower half of vamp. This num- 
ber fastens with a sturdy buckle, is neat but sporty and 
is priced at $14.75. 

Another number which Joe Ferguson, buyer, classi- 
fies as “something entirely new just for a change” is 
a spectator of blue or brown relieved with parallel 
stripes of white buck. The toe and heel are in white 
as well as the plug while three para!lel stripes in white 
with adjacent perforations give a novel and smart ef- 
fect. This is a 5-eyelet tie and is priced at $12.75. 

Mr. Fergusion presents two outstanding daytime 
sandals in this group. One is a very gay white buck 
and is shown both with and without brown or blue 
trim. The gayness comes from the directions taken 
by the colored lines and by the generous perforated 
effects between these lines. The other sandal is of 
similar design but with more cut-out effect. It comes 
both in white osserlino and blue gabardine with 
glistening patent trim. The two sandals are priced 
at $14.75 and $12.75 respectively. 

“These numbers,” says Mr. Ferguson, “are among 
the most beautiful we have so far presented this season 
and they are creating a big demand. The fact that 
they all give a certain delicacy to the foot, a touch 
of aristocracy, as it were, and yet all are comfortable 
to wear, gives a cue to the reason for the demand.” 








SANDAL BY TUPPER, INC. 


The customer’s attention is caught at once by 
attractive display. In selling shoes it is neces- 
sary to show them as they will look on the 
human foot. 


Use Flex-to-Fit Fairy Lasts in your new Spring 
shoes. Notice the difference. The shoes take 
on new life and the real smartness and distinc- 
tiveness of each model are brought to the cus- 
tomer’s eye. There is a Fairy Form for every 
type of shoe. 


The Flex-to-Fit Fairy Last illustrated above 
comes in the following colors: Lavender, Pink, 
Yellow, Blue, Green, Red, Black and White. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Northampton Paris Frankfort 
England France Germany 


Melbourne, Australia Mexico City, Mexico 




















Men's Shoes 


Children's Footwear 





MRS. ears IDEAL BABY SHOES 
Infante’ Seft Soles...0-8 
Intermediates 
Flexible Hard Seles. .2-8 
Bend In-Btook 


MRS. DAY'S IDEAL BABY 
Loeust St. Danvers, Mase. 











Shoe Trees 


QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 


for mete 
ano women 





Gain in High Styles 


TYLER, TEXAS—M. L. Strum, of the 
Leon group of shoe stores, reports a 
most satisfactory increase in business. 
So far this year a 40 per cent gain 
has been noted. Most of this extra 
business has been in the high style 
numbers, although the staple Red Cross 
line has carried its full quota of sales 
increase. 

A better gain is expected later on in 
the Spring season due to the fact that 
this time last year the majority of the 
sales were all white shoes, while now 
the reversed trims are getting the ma- 
jor call. Next will come the Easter 
white shoe selling, followed by the third 
pair sale in May and June of the real 


open types. 


BOOT AND 


Henry O. Robinson Retires 


Ware, Mass.—After conducting a 
retail shoe business here for about 50 
years, Henry O. Robinson is retiring 
at the age of 83. His interest in the 
shoe store of H. O. Robinson & Co., 
72 Main Street, is being taken over by 
his partner, Carl F. Bohmiller, who 
joined the firm as an employee 43 years 
ago and rose to partnership. 

When he occupied the present store 
location some 47 years ago after sev- 
eral years in another spot, Mr. Robin- 
son installed the first plate-glass show 
window in Ware. The same window is 
still in service, although the store-front 
and interior have been modernized sev- 
eral times. Mr. and Mrs. Robinson, 
who observed their golden wedding an- 
niversary in 1932 have two sons, Har- 
old and Philip. Mr. Robinson has been 
a member of the same Masonic lodge 
here for 50 years. 


Shoes for Shorter Skirts 


New YorK—New fashions start from 
the feet up. We have for authority 
Bea Mathieu, the famed B. M. of the 
On and Off the Avenue column of the 
New Yorker, who spoke at a fashion 
show given recently by Steiger’s of 
Hartford, Conn., to introduce the line 
of Selby Tru-Poise Shoes in their store. 

The whole trend of Spring fashions 
looks like the beginning of a back-to- 
nature movement. The object is to look 
young and ingenuous rather than so- 
phisticated. Skirts will be like the ones 
worn in tomboyish days. They’ll be 
full, pleated, and will hang at about 
mid-calf. Miss Mathieu assures us 
they will not expose the legs as much 
as they will frame the ankles. 

The most important part of getting 
away with these new styles, Miss Ma- 
thieu thinks, is to walk naturally and 
gracefully. Shoe manufacturers have 
risen to the cecasion by turning out 
bootery made to help you to a good 
easy stride. Low heels are, of course, 
imperative, and will make you look 
“young and comfortable rather than 
dainty and pinched.” For the woman 
who can’t go from high heels to flat 
ones, the “transition” heel has been 
designed. 


Novel Signature Cut 


AUSTIN, TEXAS—Since opening his 
new shoe store, Joe Dacy, proprietor 
of the Dacy Shoe Store, has been using 
a cut of his store with the signature 
cut in all advertising and store pub- 
licity. He feels that this is a good way 
to tell the public that he is now oper- 
ating on the ground floor. The picture 
of the store also gives the people a 
good idea of the kind of establishment 
that is featuring nationally advertised 
shoes so strongly. 

A current general Spring advertise- 
ment is shown in which the name of 
the brand, the price and the cut of the 
store are the dominant features. 
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Boston Trade Better 


Boston, Mass.—Retail trade in Bos- 
ton stores which, like the stock mar- 
ket, has been languishing for some time, 
picked up considerably during the week 
ended March 9. Much of the increase, 
of course, can be attributed to the 
warmer weather which prevailed dur- 
ing the early part of the week, but it is 
significant that the cold snap of the 
latter part did nothing to slow it up. 
In other words, merchants reason that 
Spring buying has begun and that it 
will continue, almost regardless of 
weather conditions, until wardrobes 
have been replenished. 

Patterns and colors are so varied in 
footwear that it is impossible to say 
that any specific style can be classed 
as a favorite. In general, however, 
women are buying medium-weight calf 
and kid shoes, many of the pump type, 
for wear with early Spring suits; calf 
and heavier specialty leathers for wear 
with knitted costumes, which are still 
popular. This selection is not confined 
to the higher grade shops, but is gen- 
eral throughout all, no matter what the 
grade. 

In misses’ and junior misses’ lines, 
sport-type footwear is appearing—elk 
predominating, in combination with a 
contrasting color of calfskin. These, 
needless to say, will be worn to school 
and not at all for sport, as ice still 
covers much of the ground in the vi- 
cinity of this city. Merchants have re- 
ceived first shipments of whites, how- 
ever, and expect an early demand, set- 
ting in some time before Easter. This 
color, they predict, will be more popular 
in juvenile shoes this year than last— 
and the sale of white cleaners will be 
correspondingly large. 


Trade 


Literature 
Colorful Nunn-Bush Catalog 


Nunn-Bush, Milwaukee, Wis., have 
issued a new catalog, beautifully illus- 
trated in four colors, showing and de- 
scribing their in-stock styles for Spring 
and Summer, 1935. The catalog carries 
a handsome cover of heavy stock, em- 
bossed to resemble white leather. 


Bass Outdoor Shoe Catalog 


The 1935 Bass Outdoor Footwear 
Catalog is just off the press. It covers, 
very comprehensively, the wide variety 
of shoes for various sport and regular 
outdoor purposes for which this firm is 
noted. No manufacturer has _ been 
more energetic in promoting the genu- 
ine moccasin construction. To this 
fundamental type of shoemaking Bass 
has added styles-and patterns for men, 
women and children. They also make 
Goodyear Welt: shoes for sport and 
work purposes. 
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ite Shoes 


DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 





“much to the oppearance of the inside of the shoe. 


“An outstanding new i developinell Dupont White 
“Midsole, gives fhe desired smartness to this pop- 
ular type of Spring and ‘Summer Footwear. 
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MARKET!” 


The TRADE SAYS: 


“COLT BOOTS are the BEST 
FITTING LOW PRICED 
RIDING BOOTS ON THE 


$4.50 


PAIR 


WOMEN’S SIZES, 
ALL WIDTHS 
3 TO 9—A, B, C AND D 


FULLY LEATHER LINED 
ENGLISH STYLE 


GOODYEAR WELT 


TAN 
OR 


NAME 
AND 
DESIGN 
PATENT 
APPLIED 
FOR 

















NEW 1935 CATALOG 
NOW READY! 








EST. 1899 


1239 Broadway 
New York City 





COLT-CROMWELL CO., Inc. | 


911 So. Los Angeles St. 
Los Angeles, Calif. 
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J. M. CONNELL 
PRESENTS THE 
BENGAL 
LANCER 
THE STYLE 
HIT OF 
THE SEASON 


The Peasant Oxford vogue made possible 
the Bengal Lancer, a smarter shoe with 
even greater style and turnover appeal. 


The use of moroccan and calf leathers, 
highly colored, together with contrasting 
shades, interlaced vamp and strap tip of 
Chromium—symbolic of the lancer’s spear— 
mark this new and novel pattern built on a 
square toe last with reverse welt. On 
make-up, for delivery in three weeks. 


.M. CONNELL 


SHOE CO. 


MASSACHUSETTS 
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THIS WEEK'S BOUQUETS 





"Shoe Man's Adviser" 


"We wish to express our sincere apprecia- 
tion to you for the nice write-up that you 
gave our store in the second week's issue of 
the BOOT AND SHOE RECORDER of this 
month," writes Brown's Brownbilt Shoe Store 
of Murfreesboro, Tenn., in a letter addressed 
to Harry R. Terhune, Field Editor. 

"We deem it an honor to have had such a 
place in such a wonderful shoe magazine, or 
may we call it 'A Shoe Man's Adviser,’ as this 
is the spirit in whch we receive it. We have 
always and will continue to look to it as our 
chief adviser and co-operator in the shoe 
game of today, as the principles set forth in 
it are sound and true, and will, no doubt, 
result in success if followed closely, with a 
little effort. 

"We ourselves look to the BOOT AND 
SHOE RECORDER, and most especially to 
your articies of ‘Other People's Ideas’ of 
merchandising, as the greatest contribution 
that has resulted in our success thus far." 





Spring Shoes in Chicago 

CuHIcAGO—Field’s are making a play 
for the custom of the young moderns. 
Spring is in the air in Chicago and the 
young maids are showing a disposition 
to buy smart new creations being of- 
fered in the fifth-floor shoe shop. 
Youth must be served, and Field’s pol- 
icy is to give them what they want. 
Right now, as for some time past, the 
young ones still prefer the extremely 
high heels for street and evening wear. 

Here they are in a glorious array of 
fabrics and leathers and a riot of col- 
ors, brilliant enough to flatter even the 
most frivolous of the giddy “young 
uns.” 

A flake cloth tie with leather strips 
is shown in blue and black; sandor 
cloth toe and patent leather quarter 
dress pumps in brown or black; blue 
cut-out oxford with a decided sandal 
effect; T-strap sandals in patent leath- 
er in blue, black or brown with high 
continental heels; sandal oxfords with 
Cuban heel in blue or brown calf, a 
decided novelty with plenty of perfora- 
tion; two-toned brown sports oxfords 
with composition sole, are among the 
glamorous showing, all priced at $6.50. 


Lown Employees Insured 


BostoN—Two hundred and fifty-six 
employees of the Lown Shoe Company 
of Boston, Mass., have recently ac- 


quired life insurance in the amount of 
$250 to $500 cach, according to length 
of service, through a group policy is- 
sued by the Prudential Insurance Com- 
pany of America. The policy involves 
a total of $66,500. 

The policy is of the non-contributory 
type, the insurance being given to the 
employees without any expense to them. 


Blue Promotion at Fyfe's 


Detroit—Blue has been the domi- 
nating motif at R. H. Fyfe and Com- 
pany. On Saturday, as the big sale 
day, the morning opened with a sales 
meeting, conducted by the assistant 
managers, giving the blue keynote. 

The color was carried out in decora- 
tion and costume. The girls in the 
store all wore blue dresses and shoes, 
while the men had blue suits—mostly 
navy. Each employee also wore a blue 
carnation. 

Inside store trimmings and window 
decorations were in blue as well. Even 
the virility of Steven Jay’s men’s de- 
partment succumbed to the universal 
shade, and a background of light blue 
was used in the men’s windows. 

A number of customers commented 
on the shade, asked the reason, and 
learned that blue was the fashion rule. 

The store will promote blue as long 
as the season justifies it. Following 
this, a speedy change into a white pro- 
motion will be made. 
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Another "Labeling" Bill 


WASHINGTON, D. C.—A bill to re- 
quire labeling of boots and shoes to 
indicate their components, and fixing a 
heavy penalty for violations, has been 
introduced by Senator Matthew M. 
Neely of West Virginia, and referred 
to the Committee on Interstate Com- 
merce for hearing. The Senator in- 
troduced the measure “‘by request.” 

It would empower the Secretary of 
Agriculture to designate the form of 
label, and to determine, after a hear- 
ing, whether a boot or shoe is mis- 
labeled. Affirmative findings would be 
certified to the United States District 
Attorneys for prosecution. Retailers 
would be subject to fines ranging from 
$2,000 to $5,000 and one year imprison- 
ment, under Section 6, which reads: 

“That any person defacing, mutilat- 
ing, obscuring, concealing, canceling, or 
removing any mark, tag, or label pro- 
vided for by this Act, or causing or 
permitting the same to be done, with 
intent to mislead, deceive, or to violate 
any of the provisions of this Act, shall 
be guilty of a misdemeanor, and shall 
be amenable to the prosecutions and 
penalties provided in Section 1 of this 
Act.” 

No dealer would be prosecuted if he 
established a guaranty, signed by the 
wholesaler, jobber, or manufacturer, or 
other person residing in the United 
States from whom he purchased the 
contested boots and shoes, to the effect 
that they are not misbranded. 

The law, if passed, will apply with 
equal force to imported footwear as to 
domestically produced articles, but it 
would not affect boots and shoes made 
for sale within the State of their man- 
ufacture. 


Miller Showing Canterbury Cloth 


Los ANGELES, CALIF.—With the pri- 
mary thought of matching the silks and 
sheers of the season, I. Miller, in all 
three Los Angeles stores, is showing 
two outstanding numbers in Canter- 
bury cloth, one a pump and the other 
an oxford. The pump, priced at $13.50, 
is black with light stitching and carries 
a small bow on its throat. The heel is 
in patent and the stitching crossing in 
diamond -shaped interesting designs. 
The oxford, priced at $12.50, is in blue 
or black Canterbury cloth with patent. 
The toe is flattening and the stay is set 
off with a line of alternating black and 
white checkers. 

Bags to match are offered in prices 
ranging from $7.50 to $15. 


Moves Store 


SPRINGFIELD, Mo.—Gold Bros., men’s 
shoes, have recently moved from 310 to 
334 St. Louis St. The new store is in 
a much better location and is smaller 
and more compact. It has a real mas- 
culine atmosphere. Friendly and For- 
tune shoes are featured. 


1935 


Unique Display Record 


DENVER, COLO.—No longer does John 
Fortune, men’s furnishings merchant, 
Denver, have occasion to lose a sale be- 
cause of overlooking some particular 
shoe which he has on display in the 
window. His system of keeping tab on 
what is in the windows tells him in- 
stantly just what is there. 

Putting a shoe in the window or on 
the front counter for display purposes, 
Mr. Fortune instantly turns the box 
they were in upside down. Then, when 
he is showing shoes to a customer, in 
case he can’t satisfy him with what 
stock is on his shelves, he glances at 
the upturned boxes before him and 
knows by the numbers on them if he 
has something different or the desired 
size in his window. 

When the window is changed the 
shoes coming out go back to their origi- 
nal boxes, which are then turned right 
side up and the new display shoes 
going in, leaving an empty box which, 
in turn, is reversed on the shelf. As 
Mr. Fortune changes his windows at 
least twice a week, this practice has 
proven to be a very valuable one in 
keeping a close check in his shoe de- 
partment as to what is in the window 
day by day. 


Color Outstanding Style 
Development in 1935 


Los ANGELES, CALIF.—Color and 
more color will be the outstanding style 
development of 1935 in the opinion of 
George Miller, president of the I. Mil- 
ler Shoe Company and president of the 
Shoe Fashion Guild of America, who 
was in Southern California for a few 
weeks, his visit being a phase of his 
West Coast trip the purpose of which 
was a survey of West Coast business 
conditions and shoe style trends. 

“California is a good barometer of 
style,” said Mr. Miller, “for -her sea- 
sons are always months ahead of the 
East, and Hollywood with its untold 
possibilities for style dissemination 
through moving picture mediums is 
steadily taking the leadership from 
Paris. 

“Business on the whole is on the up- 
grade, and America no longer wants 
mere quantity for its money, it now 
wants quality!” 


Boys Want Narrow Toes 


OKLAHOMA City, OkLA.—There are 
more extremely narrow toe shoes sold 
to boys, even grammer school boys, in 
this city than in any other community 
in the country, reports DeWitt Tid- 
well, men’s and boys’ shoe buyer at 
Rothschild’s. He personally favors 
boys wearing wider toe shoes and 
usually has the parents on his side. 
The boys, however, demand a wing tip 
in the narrow toe in precisely the same 
style their older brothers and fathers 
wear. 





ONE 
WHITE 


THE COMPLETE 
DRESSING LINE FOR 
ALL WHITE SHOES 








ONE WHITE LIQUID 


For all white shoes—Best all 
’round white dressing 


ONE WHITE TUBE 


Handy for nurses and travellers 


ONE WHITE BAG 
No waiting for liquid to dry. 
Useful when in a hurry 


ONE WHITE JAR CREAM 
A typical man’s package 


ONE WHITE SOAP 


for white 
leathers 


ALSO 


ONE CREAM LIQUID 
Cleans and polishes smooth 


leathers (neutral and colors) 
TUBE 


For smooth leathers. Handy 
—Economical. 


Excellent washable 





EVERETT 


AND 


BARRON CO. 


PROVIDENCE TORONTO 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. 7 . e 





SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 





ALESMEN: Live wires with substantial fol- 

lowing in the Middle West and the New 
England States to represent nationally known 
Manufacturer of Women’s Slippers and_Shoes. 
Popular prices. Address E-185, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ONE of the leading shoe manufacturers in the 
United States with well-established connec- 
tions will have the following territories — 
for Fall: (A) Iowa, Kansas, Missouri, Ne- 
braska; (B) Indiana, Michigan; (C) Wisconsin, 
Minnesota, Illinois. Guarantee will be paid to 
the right men. There is an establi trade 
in each of these territories. Only such men 
who are well established and can furnish best 
of references from the leading retailers in each 
locality need apply. Every application will be 
given consideration, will receive due investiga- 
tion and will be kept strictly confidential. These 
are ideal opportunities for the right men. Ad- 
dress E-186, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMEN: With following capable of sell- 

ing chain stores and volume accounts to 
represent a well known manufacturer of a low 
priced line of Women’s Shoes and Slippers on 
a commission basis. Address E-193, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
tn er Ee 


W ANTED~-Salesman for side line to retailers 
—Small hand iron for shrinking and ironing 
poorly fitting shoes. Address E-194, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 














WE have two good paying lines for shoe sales- 
YY men who have ample time to give to a side- 
line. Applicants must give complete informa- 
tion as to the territo ed and line 
represented. Address E174, care Boot & Shoe 
eee, 239 West 39th Street, New York, 





IDE line Salesmen. Commission basis. Old 

established house. Shapers, Beach Sandals, 
and Stitchdowns for retail trade. Give _terri- 
tory, experience and references. Address E-195, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SALESMEN wanted for attractive Sandal and 
Slipper line. Must have good connections 
with department and chain stores throughout 
the country. Commission basis dhly. Furnish 
references. Address E-196, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N. Y. 





ALESMEN_ Wanted to sell Volume Buyers 

Line of Children’s Stitchdown Shoes size 
two to eight, made in St. Louis. Priced Right. 
Address E-197, care Boot & Shoe Recorder, 
1627 Locust Street, St. Louis, Mo. 





ALESMEN selling wonmen’s shoes to carry as 

side line a very attractive line of medium 
price shoe bows; territories open Pennsylvania, 
Ohio and New England. Rhode & Reichmann, 
254 South Third Street, Philadelphia, Pa. 








POSITION WANTED 


POSITION WANTED 








opportunity. 


New York, N. Y. 


HERE’S YOUR MAN! 


If you need national distribution for your product. Thoroughly 
familiar with all phases of production, merchandising and distribu- 
tion and selling of products to shoe manufacturers. Has a working 
knowledge of every shoe factory in the United States and Canada. 
Seven years in last position and in 1934 built up, merchandised 


and distributed $750,000 of a particular line. 
Write at once for appointment, references, etc. 


Address E-202, care Boot & Shoe Recorder, 239 West 39th Street, 


Don’t miss this 





Experienced Advertising 
Man Available 


I am presenting this advertise- 
ment in the interests of an adver- 
tising man whom I have known for 
many years and whom I can recom- 
mend most highly to any manu- 
facturer or organization desiring 
the services of an exceptionally 
able man. 

He has handled successfully Na- 
tional shoe campaigns, is an expert 
in preparing high-class copy and 
can be relied upon to do a thor- 
oughly efficient job in any phase of 
advertising or sales promotion. 

This man is now available to do 
a real job for some shoe manufac- 
turer, or chain store organization. 

His salary requirements are 
modest. 

For further particulars address— 
E. B. Terhune, c/o Boot and Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 








Young Shoe Expert 


with 14 years’ European and Ameri- 
can experience in manufacturing, 
styling and retail merchandising of 
shoes in every price range, speaking 
English, German and French, is 
looking for a position in office, store 
or stock with manufacturer, whole- 
saler or retailer in New York vicin- 
ity. 

For further information address 
E-201, care Boot & Shoe Recorder, 
9 _ 39th Street, New York, 




















CONNECTION is desired by creative man with 
20 years’ retail shoe experience, window trim- 
ming and card writing. Can furnish best of 
references. Address E-199, care Boot & Shoe 
a aaa 239 West 39th Street, New York, 





mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. i 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. — 


Classified advertising is payable in advance. 
S&S Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 


Minimum charge $1.25. 
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POSITION WANTED _ MERCHANTS’ NEEDS MERCHANTS’ NEEDS 


Wire satis Sead coset | 94.00 Po AVOID REFUNDS 
oinsettia Drive, Lakelan d. a. _— 4 LLy Cup 
se Sens etic arose for Price Tickets AND COMPLAINTS 


Re SHOE SALESMAN desires position 


weutl Sei Catia ees tiertine| alee ons | THE METZ HEEL 
. er, HALF GROSS ° 


pleasing pergonality, excellent character, A-1 


srowicre” Maurice MM, Pinker, 600° W."ieds | TH st Au Atle CONFORMER 


Street, New York, N. Y. 
M. D. Pollinger Co. 
HOLLAND BLDG. 


FOR SALE 8ST. Louis Mo. 























UVENILE Shoe Store For Sale. The ONLY 
J exclusive Juvenile Shoe store in Washington, WANTED TO PURCHASE 
D. C. 936 F St., N. W. Can be bought at 
inventory of stock. Owner retiring. Address 
E-198, care Boot & Shoe Recorder, 239 West 
oth Street, New York, N.Y. Buyers of Surplus Stocks 


We will buy surplus or entire —_— of shoes 
from manufacturers, jobbers or retailers 


LINE WANTED QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


LIPPER Salesman. Have following with 

chain stores, mail order, jobbers pom | dept. 106 Duane St. New York 
stores in Greater New York, Philadelphia, Phone Worth 2-5377 and 5378 
Baltimore, Washington and Boston, am open 
for line of slippers on strictly commission basis. 
Address E-200, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 























BUY 
Entire or few -- Wholesale and Retail 
Stee che. randed Shoes such as : 
alk-Over, Florsheim, Enna-Jettick, Vital- \ Patent Pending 


BUSINESS OPPORTUNITY || !*7,, Arch’ Preserver, “Queen Quality. Bos: 
U tonians, Etc. Every retailer should own a Metz Heel 
ARVIN RUBIN | Conformer because it saves time, money 

= ; 80 Reade én tan tea and assures “ros ge customers; avoids 
Money in Foot Correction— ||| Phone Barclay 7-7887 New York City slipping at heels, gapping and raises 
vamps. Generally assures a perfect fit; 

BE A TECHNOPEDIST — ae | ae and a Simple to 
Our grad building operate—the pressure of your fingers con- 
Sk = and aiaicnified ed protestion. trols the shrinkage to the desired pro- 




















=" Study Course, including working CASH PAID portion. 


may and cazipment, farnished at low cost. FOR ENTIRE OR PART STOCKS Warning—Do not accept substitutes or infringe- 


terms. 
THE, TECHNOPEDIC, INSTITUTE Shoes, Dry Goods or Clothing ments by other products. 
oh niente ace No Quantity Too Large or Too Small $25.00 F.0.B. Catalog on Request 


MAX KALTER & CO., IN 
ee METZ DEVICE CO. 


591 BROADWAY wy 
ew Yoni crry | | 595 MARKET ST. PATERSON, N. J. 
































CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS Amber-Colored Alligator 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. BostoN—Two shoes of amber-colored 


BARIS SHOE COMPANY, Inc. alligator are being featured in the shoe 
* Se WOnTH 2.2100, on” department of the R. H. Stearns Com- 

pany here. Only small patterned skins 
from baby alligators were used in their 
manufacture. One pattern is the clas- 
. sic pump, being suggested for wear 
New Wholesale Shoe Firm with early Spring suits. The other is 


York—Th holesale shoe |  blucher oxford, recommended as the 
at "Fried-Cole, ‘Ine., has been | finishing touch for tweed and knitted 


founded as successors to Lazarus Fried | Costumes. Both pump and oxford carry 
& Sons at 118-120 Duane Street. built-up leather heels. They are priced 
Emil Fried retired from active busi- | 4¢ $12.95. 
ness on Jan. 1, and thus ended the 
name which has been so well known in fe 
Regent Shoe Corp Exp ands the New York shoe market for 56 years. New Berland Policy ; 
, P The new corporation, located in the OmAHA, NesB.—As an inaugural of 
New York—Regent Shoe Corpora-| same quarters, will concentrate on the | the Spring season a number of innova- 
tion, formerly at 627 Broadway, has | selling of women’s novelty footwear to | tions and a change of policy are an- 
recently taken over the occupancy of | the department stores and chain stores | nounced by the Berland Shoe store, 
the entire building at 76 Reade Street, | and will feature all the latest and ex- | 314 South 16th Street, here. The ma- 
New York City. clusive patterns to retail from $2 to $4. | jor change is to be in the price policy. 
This concern has been in business The officers of Fried-Cole, Inc., are: “Due to the gratifying acceptance of 
since 1915 and deals exclusively in jobs | Edwin D. Cole, president, formerly | our Jay-Bee Personality shoes, we are 
which are specially suited for bargain | with Lazarus Fried & Sons for nine | moderating our price range to a con- 
basement merchandising. A cordial in- | years; Sam Kantor, secretary; Leon | siderable extent,” says M. Klein, man- 
vitation to visit their new premises is | Waldauer, assistant treasurer. These | ager. “In addition, we are introducing 
extended to all buyers. two also were associated with the old | a new line, the Thrift-Mode, in a lower- 
The officers of the corporation are as | firm as salesmen, and Leo Fried, who | price field.” 
follows: President, Bert B. Brickman; | will act as the guiding hand for the Miss Jessie Nathan has been appoint- 
secretary, Samuel C. Brickman; buyer, | younger generation who are building | ed as manager of the hosiery depart- 
Ben Abrams. this new business. ment of this store, also. 
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Our Advertisers 
In This Issue 





EXT week BOOT AND SHOE 

RECORDER features National 
Fooi Health Week and suggests more 
plans for promotion of this important 
shoe trade event, April 22-27. 

We have always staged Foot Health 
Week directly following Easter in the 
belief that it was logical to stimulate 
the sale of feature and corrective 
shoes after the Easter promotion of 
fashion footwear. This year, to be 
doubly sure of our timing, we wrote 
a thousand representative merchants 
and asked them to recommend dates. 
We pointed out that medical authori- 
ties agree that heat affects the feet 
and more people become foot con- 
scious at the change of the season in 
Springtime. 

More than 94 per cent of the re- 
plies from merchants were to the 
effect that the week following Easter 
is "a natural." 

So next week we point to some of 
the possibilities for profitable promo- 
tion of Foot Health nationally and we 
propose the slogan "How Are Your 
Feet Today?" to focus attention on 
footwear from the standpoint of 
health and comfort. From all reports, 
we look for a record participation in 
Foot Health Week by shoe stores 
everywhere. If you plan to join the 
parade you'll find much of interest in 
next week's RECORDER. 





























Southern Shoes Selling Well 


CLEVELAND, OHI0O—Cleveland is get- 
ting an especially strong play in san- 
dals and shoes for the southern resort 
seekers this year. White is the pre- 
dominant seller but dark with white 
trim is also a favorite. Shoe dealers 
in this section report the biggest win- 
ter trade from people going south that 
they have experienced in three years. 

Local managers state that evidence 
now indicates a particularly big exodus 
during the month of February. Many 
stores and departments are bidding for 
attention of these pleasure seekers 
through atmospheric displays of palms, 
sand and seashore scenery. Special 
resort departments have been set up to 
specialize on the heavy call. 
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8 
ESTABLISHED 
FOR 
COLOR 





MSNEELY 
BROWNS 


There are certain browns that sell year 


after year, true, deep shades that are 


nevertheless lively enough to look brown, 


rather than black, under artificial light. 
The McNeely tannage is especially well 


ESTAB LISH ED adapted to the production of such browns. 


The skins used are firm enough to elimi- 


FOR nate a great deal of the usual “pull” 
QUALITY when the leather is lasted, they are alike 


enough in quality to give unusual uni- 


6 : 
formity to the run. 


You've used these colors before—you'll 


use them again . 


INDIES (MARRONA) 
BROWN AUTUMN 
No.74 No. 25 





MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 








THIS SUMMER WILL PROVE 








wu 


ae ea ie 


Oe 7 |e A 


how many shoe retailers are 
really good business men 


B ANK on the fact that white kid shoes will establish a record 
for selling this year and that the profit opportunities in white 
kid footwear will provide good merchants with plenty to bank. 


A great many retailers are going to be cleaned out of selling stock 
of white kid shoes exceptionally early. Most of them will completely 
re-size; others will nibble from stock reserves of manufacturers and 
jobbers. It remains to be seen how many have the merchandising 
ability to get three turn-overs of their white kid shoes before 
August 10th. 


Three turnovers on whites this 
year will be no remarkable ac- 
complishment. Two extra turn- 
overs with full profit are certain 
to those who feature 


“THE WHITEST WHITES” 
-—washable, easy to keep looking 
new without fuss; and dependable. 


G, HEVOR CO. INC, 


Tanners over 59 Years 


GLOVERSVILLE NEW YORK 
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REG.U.S. PAT. OF F. 
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Blues are the “favorites” in the race for Spring 
sales, and they’re way out in front in popularity and 
smartness! 


Treadeasy features Blues in their newest Spring models 
that combine complete comfort with last minute style. 


Treadeasy Blues are correct in shade and will harmon- 
ize perfectly with Spring ensembles. The three styles 
illustrated are $6.50 retailers IN STOCK along with 


nine other fast selling blue patterns. 


Write for our special IN STOCK catalog on blue shoes 
today! , 


NEW YORK CITY SAMPLE ROOM ® 732 MARBRIDGE BLDG. © BROADWAY AT 34TH 





When writing advertisers please mention Boot and Shoe Recorder 
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D) 6 
The i i@lat Road 


TO PROFITS— 


* 


“BBHcautH SPOT SHOES 


L Pray yoo reed 


—and Economical!!! 


5 minute, also 15 minute Radio elec- 
trical transcription Records are available and supplied free to tie in 
with the fine effective Teacher Window Display shown above. 

pha cel “Health Spot” shoe merchants find 
this use of radio for explaining how Health Spot Shoes give healthful 
satisfaction so effective that one section of their stock given to Health 
Spot Shoes will equal in active turn-over five to seven sections of just 
ordinary shoes. 


YOUR WINDOWS are reason- 
ably expected to do 70% of selling for your store and its service. But, 
Introducing Your Friend The Health add the broad power of radio to emphasize that service, and you give 
Spot Shoemaker With Today’s Foot your store greater prestige for service and profit; and the Health Spot 
Health Talk Shoemaker can do this for you... is doing it now for others!!_ Complete 

details on request. 


MUSEBECK SHOE COMPANY. 


DANVILLE, ILLINOIS © HEALTH SPOT SHOES IN CANADA — THE MURRAY SHOE 
cO., LTD., LONDON, ONTARIO @ HEALTH SPOT BOOTS—H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 





When writing advertisers please mention Boot and Shoe Recorder 
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Give them Comfort 
---and they'll repeat 





e Nationaladvertising, professional 
endorsement, and styles that belie 
their exclusive comfort features— 
these are the advantages that make 
Walk-Overs with the Main Spring* 
Arch attract prospects, and keep 
them. 


A comfort sale is a repeat sale 
that your competitor can’t budge. 
And the Main Spring Arch means 
comfort. It works. .. its scientific 
design definitely supplements the 
natural functions of the foot... Foot 
Health authorities the country 
over endorse it... thousands of 
Walk-Over customers feel the dif- 
ference, and come back for more. 


e Tie up with National Foot 
Health Week, April 22-27. We're 
sending Walk-Over dealers three 
enlarged Exercise charts for win- 
dow display. 

@ Illustrated: Stock No. 1767, Black Calf. 
to retail at $8.50. Stock No. 4767, Genuine 
White Buck, to retail at $9.00. Both with 
the Main Spring Arch. *REG. U.S. PAT. OFF 
GEO. E. KEITH COMPANY. 
CAMPELLO, BROCKTON, MASS. 


i WALK-OVER 
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ARIEL CLOG—A rubber that men like to wear 


ARIEL—“America’s Most Beautiful Rubber” 


THE MARK OF FOOTWEAR SATISFACTION 


SAT OY—A rubber oxford with kid-leather-finish ARIEL SLIPPER—Satin finish, extra light, 
dai 


ainty 


4 


RALEIGH—Satin finish rubber, smart fur 


trimming BONNIE—A smartly tailored wool jersey gaiter 


MEN’S 4-SNAP—Looks like a spat over a 
leather shoe 


So Complete « So Stylish « So Dependable 
This great line of Light Rubber Footwear 


BALL-BAND offers you the most dependable 
answer to the problem of merchandising style 
rubber footwear profitably—a complete line of 
gaiters and rubbers with which you can safely 
anticipate the demands of your trade; identified 
by a trade-mark that is known and accepted 
everywhere as "The Mark of Better Footwear." 


Samples of the 1935 line will show you in a most 
convincing way why for nearly forty years so 
many merchants have found BALL-BAND the 
SMART line and the SAFE line for them to 
handle. Our salesmen are now showing samples 
of the new line and it will pay you to see them 
before placing your orders. 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 


280 Water Street, 


BALL 


Mishawaka, Indiana 


BAND 
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ould you buy an automobile 


HERE’S THE COMPLETE LINE 
OF GOODRICH RUBBER HEELS 


“"D” Heel—the most famous rubber heel 
made. Used for years by the makers of the 
finest shoes to give their product added 
distinction and value. Beveled wood base. 


Vogue—first and only popular-priced 
wood-base heel. 


Diamond — conventional washer-type heel 
but with old-fashioned ugly bead elimi- 
nated to improve appearance. 


& 
VOGUE HEEL ADVANTAGES 
TO THE SHOE RETAILER 
Makes any shoe look better because of tight 
heel seat. 


Helps preserve shape and appearance of 
shoe by preventing wrenching. 


Wears longer because of more usable 
rubber. 

Is 25% lighter. 

Assures firm, flat tread and greater foot 
comfort. 

Firm wood core makes any shoe a semi- 
arch supporter. 

More effective wear. 

Adds novelty, value, comfort—to help you 
sell more shoes and keep user sold. 

ae 


Anyshoe can afford Vogue Heels—Every 
shoe becomes a better shoe with them. 
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Finish Alone? 


OT by a jugful. You want to know what's under the hood. Same way with 

heels. Any heel can have a nice, pleasing tread surface, but before you 

risk complaints and dissatisfied customers, you want to know what's under 
the surface. 


The further you go into Vogue Heels, the more certain you'll be to want them 
on the shoes you sell. 


Start at the attractive stippled surface in which not a nail hole shows, and dig 
in. You'll find plenty of tough resilient rubber to absorb shock and prevent 
fatigue—more usable rubber at the wearing edge than in most heels and as 
much as in any. 


Then you come to the laminated, beveled wood base. That's the secret of 
Vogue Heel value. Every nail binds this whole base to the heel seat so that 
all nails together make an everlasting, firm bond. This heel can’t come loose. 
It can't permit grin. The heel seat is always tight. 


In heels with washers or pliable cores, there is constant wrenching between 
each unrelated nail and the leather seat. That wrenching action is uncomfort- 
able to the wearer, and it is passed along to the shoe which is twisted out of 
shape as a result. All that is eliminated by Vogue. The firm bond of the Vogue 
Heel assures a firm tread and a shoe that keeps its shape. 


Any way you figure it, Vogue Heels are better—for the user because they last 
longer and increase comfort; for the retailer because they please customers 
and provide definite sales points; for the manufacturer because they save 
labor in production and give his salesmen a heel that helps sell even the 
finest shoes. Yet Vogue Heels cost no more than any standard brand. Write 
for samples to The B. F. Goodrich Co., Heel and Sole Sales Division, Akron, O. 


Rubber Heel .. 


RUBBER 


Cross-section view of Vogue Heel. Note 
that there are no washers. A beveled 
laminated wood base is used instead—EACH nail 
binds the ENTIRE heel to the seat, assuring a per- 
manently tight heel seat with no possibility of the 
wrenching action which makes washer heels 


wabble, squash out, grin and come loose. 
woopD LEATHER 
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GOA 


wil EDWA 





THE PEAK UF THE SEASUN'S BUYING 


LIES RIGHT AHEAD! 


Edwards is prepared to meet your demands 
with the most complete, most outstanding Spring collection of Junior Footwear ever offered 
retailers! The highest standard in quality! Fine materials... Finest Workmanship...and a more 
Comprehensive, more Important Stock than ever before. More numbers... a wider range 


of attractive patterns. The Largest Stock of Junior Footwear under one roof in America! 


Are you prepared to meet your Customers’ demands? Balance your stock today with this 
Outstanding and Profitable Line. Edwards is In Step With Progress. Go Ahead and Stay 


Ahead with Edwards. Value... Quality builds Repeat Sales. 


“Wiulh Ws Be Soroed i 
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ALA 








MARDEL 


SOFTEES VICKI 


Goa hire Si ly Ms By Cawurd 


Order TODAY from Edwards’ new Spring-Summer Catalogue. If you 
haven't received your catalogue, advise us. We'll send it at once. 


J. EDWARDS & COMPANY, 314-322 N. 12th St. 
PHILADELPHIA, PA. 














HARRIET 


PLAYN-TOE OXFORD 








DEPEND ON EDWARDS‘ 
IN STOCK SERVICE 


Your order will convince you of 
the quick and efficient service of 
this department! The shoes you 
want... all of them... in stock, 
awaiting your demand. 
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IN STOCK: Tue Fantasy, W-185, in white kid 


There is always a reward that comes from 
backing a winner—whether it be a horse, 
a fighter or a ball team. The same is true 
of shoes. Every single season throughout 
the worst depression this country has ever 
known the sales of Florsheim Shoes for 
Women have materially increased—until 
now they total a figure sizeable enough to 
make us one of the largest makers of high 


grade women’s footwear. Such a record 


Arr You Buackine A Winner? 


can only be the result of increased sales for 
Florsheim dealers. This season Florsheim 
has a line so smart, so comfortable, so fine 
in quality that they have been outstand- 
ing sellers. Over fifty of the fastest moving 
models are in our Stock Department so 
that your stock can be sized-up from week 
to week. You can’t beat Florsheim—so 
why not back them? Our representative 


will gladly call upon you on request. 


TO RETAIL AT $ 75 


FLORSHEIM 


SHOES 


MOST STYLES 


ror Women 


THe FLorsHeEIM SHOE CompPANy ¢ Manufacturers ¢ CHICAGO 
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